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“NO MARGIN FOR ERROR” 
at L.A.T.....with 
BRODIE BbiRotor METERS 


Take it from Robert T. Rummel, Manager, Aircraft Fueling Operations for 
Lockheed Air Terminal, Inc. ‘‘The high sustained meter accuracy demonstrated 
by Brodie Meters on this equipment is well within the tolerance as set by all 
the states in which Lockheed Air Terminal performs aircraft refueling service.’ 








Photo at left shows Brodie 
“deadman”™ Control Valve. 


Also, Brodie Pump By-Pass 
Control Valve with starting 
surge control. 


When it comes to fueling aircraft, accuracy is most important—you just 
can’t afford to make an error. That’s why Brodie Meters and control 
valves are so widely used in aircraft refueling operations at major airports 
throughout the world. Built for jet age high capacities and pressures, 
Brodie BiRotor Meters and Control Valves save precious time and servic- 
ing costs—with dependable accuracy! And, Brodie BiRotors provide maxi- 
mum safety in jet refueling. For jets and every use—specify Brodie BiRotors 
—when ordering new refueling equipment. 


REPRESENTATIVES WITH STOCKS AND See yvy ict FACULIUTRES IN ALL PRINCIPAL cCiTrres 





BUY A HAPPY CUSTOMER * 





You read it right... 

It will cost you only 14¢* a year to provide each of your 
customers with the satisfaction and protection of an 
improved gasoline. 

Simply add “Ethyl” Multi-Purpose Additive. It not 
only cleans carburetors—it keeps them clean. Saves costly 
carburetor cleanups and adjustments. Adds mileage, good- 
will to every gallon. 

Multi-Purpose Additive also eliminates stalling due to 


carburetor icing in most cars under most conditions. It 
prevents corrosion in pumps, valves, tanks and other con- 
tact points of gasoline in transit or storage. 

Granted, refining costs these days call for a sharp pencil. 
But “Ethyl”? Multi-Purpose Additive adds so much toa 
gasoline in sales appeal . . . and for so little... it’s well 
worth it. , 

Like the full, profitable story and samples? Just call 
your Ethyl Representative. 


*Based on the latest Bureau of Public Roads figure of 9,494 miles driven per year and 14.3 MPG, 


ETHYL CORPORATION, new york 17, N.Y. * CHICAGO * TULSA ¢ LOS ANGELES 


ETHYL CORPORATION OF CANADA LIMITED, TORONTO + ETHYL USA (EXPORT) NEW YORK IT7,N.Y, 
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can do a 


They certainly can if you have any hose 
or pipe connections. Whether you 
handle liquids or dry products, OPW 
Kamloks are the fastest, safest, surest 
hose and pife couplings known. 

FASTEST—-Simply slip the coupler on 
the adaptor and press the two arms 
down ... you've made a tight, leak- 
slcere) Meels lille delim 

SAFEST—OPW Kamilok connections 
are made without twisting, kinking or 
straining hose and piping. 

SUREST—Cam Arms hold connection 
perfectly tight. No threads or lugs to 
engage—no extra tools required. 
And—OPW Kamioks are... 

available in a variety of styles. One 
style will soxive your connection prob- 
lem. 

available in aluminum, bronze, monel, 
semi-steel, and stainless steel with a 
selection of six gasket materials. One 
combination of metal and gasket will 
handle your product in the best, least 
expensive way. 

available in a variety of sizes .. . 
from 2” to 6”. 

There’s an OPW Kamlok just right 
for you in style, materials, and size. 
When you need the fastest, safest 
surest coupling known, GET OPW KAM- 
LOKS. More information available in free 
Catalog F-10-R. Write for your copy. 


THE FASTEST, SAFEST, SUREST COUPLINGS KNOWN 
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CLOSED opw CORPORATION. | 2735 COLERAIN AVENUE CINCINNATI 25, OHIO 


VALVES, COUPLINGS, SPECIALTY PRODUCTS FOR HANDLING HAZARDOUS LIQUIDS 
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Regions This Month’s 


Here’s a look at the East’s newest private-brander 


General 


How the rugged winter hit heating-oil men 

Here’s the farm crop outlook for this year 

How Phillips is growing in Ohio 

Boating: Which is better, white or leaded gasoline? 

Behind Shell’s pricing plan that rocked the Midwest 
Fuel Oil 

How the ‘one-roof’ organization stacks up now 

New farm use for heating oil 

What's cooking with natural gas 


HOW TO GET MORE PAYOUT FROM YOUR FACILITIES 


Bulk Plants and Terminals YOUNG TEAM. With a cadre of 
Why jobbers are building bulk plants for dual use . youthful top-management men aver- 


Transportation aging 34 years of age, Tidewater Oil 

How a hauler doubles payload is out to make up for lost time. A 
special management report takes you 
behind the scenes, starting on page 
How to put more sell behind sales and service. 124. 

The hoopsters? All members of the 
company’s Eastern division sales team 
(identifications on page 124). 


Stations 





Merchandising 
‘Biggest replica sign’ installed by American Oil 


Curry-Mobil deal: New twist in credit sales 


Management Top of the Month... 
How Tidewater’s grooming a young new management team 
Tires-Batteries-A ccessories OIL-HEAT MEN had an walloping 
Ses ts TOR ancmitial , , winter in some parts of the country. 
Ai commission plan is doing Read fuel-oil editor Cornelius Brod- 
Equipment ersen’s lively report, starting on page 
Radical new gasoline dispenser appears in Britain 89. 
DEPARTMENTS THE GREEN SECTIO? And don’t miss the progress report 
About Oil People . 179 News, Trends, Tips on the ‘canseet gromp, <e page 27. 
Behind Our Headlines 5 a . - — MORE PAYOUT. That’s what you'll 
Bottom of the Barrel 191 seagate ah get out of your facilities by follow- 
Editorial 4 85 ing any of the methods explained in 
‘our Guide to the Market the package of reports beginning on 
This month’s marketplace 165 page 105. Your -ealay manele. sesdaga least 
Letters se eeee Petroleum indicators 166 one money-making inspiration. 
Meetings .......... Supply and demand 167 
Money-Making Id Market outlook 168 NEXT MONTH: How Phillips Pe- 
n° Market barometer 169 troleum’s new pricing plan works .. . 


Resi Refinery and terminal prices 170 2 ; PE “ 
egions Tonk-wagen prices 172 How to run a heating-oil sales con 


What They’re Saying Gasoline markets 174 test. 


Focus on Oil Marketing 
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MOLYBDENUM 


Molysulfide News Ligest 


CLIMAX MOLYBDENUM COMPANY, a division of American Metal Climax, Inc., 1270 Avenue of the Americas, New York 20, N.Y. 





“MOLY” GREASE PAVES WAY TO 





INCREASED SERVICE STATION TRAFFIC 


~@ 





Why more cars have to be greased with “Moly” Grease 


Recently, major automotive manu- 
facturers dramatically recognized the 
' technical superiority of molybdenum 
disulfide. Many of their 1961 models 
are factory-filled with ‘Moly” 
Grease. In one case a major manu- 
facturer is advertising that models 
will not need lubrication for 30,000 
miles and mentioning molybdenum 





disulfide by name as one of the 
reasons why. 

Experience has shown that—in 
both controlled laboratory tests and 
in countless road tests—under the 
toughest driving conditions—cars 
greased with 3% ‘“‘Moly’’ Grease 
have definitely provided easier steer- 
ing, more comfortable driving and 
quieter riding. 





Molysulfide gives unmatched performance in extreme pressure applications 





When magnified, a piece of highly 
polished metal presents a cross- 
section of sawtooth irregularity. 
Molysulfide fills in the valleys, pre- 
vents the peaks from tearing, per- 
mits plastic deformation of the 
metal to make a smoother surface. 





The reasons why Molysulfide is being 
used in increasing quantities are 
simple: 


1. Eliminates stick-slip behavior and 


4 





resists galling and seizing at bear- 
ing pressures far beyond the yield 
point of most metals. 
. MoS, particles have a tenacious 
adherence to bearing surfaces. 
Have great resistance to scrape 
off and wash off. 
. Molysulfide has high thermal and 
chemical stability. 
. It performs over a wide tempera- 
ture range from -300F to 750F 
(over 2000F in an inert atmos- 
phere). 
. Inexpensive in the long run. A 
little goes a long way. 


When writing, refer to CL-104 


In service station after service 
station, it has been proved that 
“Moly” Grease brings in new traffic 
—with the natural result that gaso- 
line, oi! and TBA sales increase. 
Recorded increases range from 10% 
to as high as 100% in one instance. 

There’s good reason why it will 
work for you, too. Your own branded 
grease ... with Molysulfide® added 
... gives you the first grease develop- 
ment in years with dramatic pro- 
motion possibilities. A recent test 
case showed that stations which 
actively promoted the benefits of 
““‘Moly”’ Grease increased gasoline 
sales by 7.2%. No expensive ‘“‘give- 
aways’ were used. In the same city, 
those stations which did not promote 
“Moly” Grease reported decreases 
averaging 6.9%. 

We'd like to fill you in on the facts 
and figures that prove “Moly” 
Grease can build sales for you. For 
further information address: Climax. 


“Year After Year, I Find ‘Moly’ 
Grease A Big Business Booster,” 


says Elvin Pruitt, Standard Oil Co., 
(KY.) service station manager of 
Louisville, Ky. ‘“‘The first year I 
started using Standard Moly M-P 
Lubricant, my grease sales jumped 
25%. More importantly, I’ve in- 
creased my gasoline sales 10%... 
my battery and accessory sales 50%, 
and my tire sales 100%.” 
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Behind Our Headlines 





The Fruits of Patience 
UR FEATURE ARTICLE this month is a long-time pro- 
duction, and it’s a good example of how long it 
takes sometimes to develop information. It’s about 
Tidewater’s new marketing organization (p124). 

NPN started working on this article a year ago when 
it became evident that many of the key jobs at Tide- 
water were being placed in young hands—very young, 
in fact, for a company where long tenure had become 
almost a requisite for advancement. So the first sugges- 
tion was to do a rundown on the young Tidewater 
marketing officials. With the assistance of Jack Gow, 
Tidewater public relations, New York, and Ty Scoggins, 
public relations, Los Angeles, and through many per- 
sonal interviews, we amassed much biographical infor- 
mation. But something seemed to be missing. 

So then we tried to make it more meaningful by 
relating the reorganization and the presence of Tide- 
water’s able young men to the company’s problems, ob- 
jectives, past performance, and the future. This required 
more reporting, more research and more interviews. 
But we completed that, and planned at first to publish 
the article toward the end of last year. We later de- 
cided on January. 

But another reorganization occurred, and it was 
necessary to rehandle the material to bring it up to date 
and broaden the scope still further. 

It has probably been harder on some of the Tide- 
water people than on our editors. We had to keep 
returning for additional data, viewpoints, and explana- 
tion. We’re grateful to all of them for the cooperation, 
especially Jack Gow, who was a patient expediter. 


Did You Notice? 

ike SOMETHING DIFFERENT you may have noticed, 
without knowing what it was, is a small change in 

style. We redesigned our masthead (at left) and the 

titles on the editorial page (p85) and NPN page (p89) 

to conform with our logotype, the title on the front 

cover. 


Cierrre Prete 


Editor 





ASK ABOUT OUR 


21 MONTH 
GUARANTEE 


4 U.S. ROYAL 
(4 


LOW PROFILE 
SAFE-WAY 


REDE FDUCED To 


15% 


“One 
selling idea 


leads to 
another!) 


...and your “U.S.” TBA se 
in just about every phase of 


representative has a neW one their business—and at mer- 
and a hot one every time he comes chandising, promotions and displays, he’s a real expert. 


to call on a 1 dealer of yours. He has a knack for turning TBA stocks over faster. 


Even run-of-the-mill operators get the idea and are soon 
pushing sales up on their own. 
YOUR “U.S.” TBA REPRESENTATIVE is a good man Result... more stations making more profit... less 


to have working with your stations. He'll lend a hand operator turnover for you! 


*"'Low Profile” is United States Rubber Company’s trademark for its lower, wider shape tire, 


U.S.ROYAL LOW PROFILE TIRES 


rk 


Rockefeller Center, New 





NATIONAL PETROLEUM NEWS * March, 1961 





Letters 


How does the honor system work in business? . . . 
What's a major’s responsibility to its dealers? 
... Oil-heat unification: a difficult road ahead 


Driver unlocks pump with key 


To THE EpiTror: 

I read the article (“How Unmanned 
Terminals Work” NPN—Feb. p103), 
and must say I am all for it. I think 
that showing your trust in an em- 
ploye, or anyone else for that matter, 
always pays big dividends. 

Of course, having these several 
terminals not only saves in payroll 
but also cuts down on delivery cost. 

‘ I, too, have used the honor 
system for 25 years. Each employe 
is furnished a key to my entire plant. 
We do not keep a loading clerk since 
each one loads his own truck just as 
outlined in the operation of Mr. 
Pearce. 

We have never been confronted 
with any unnecessary shortage. I find, 
as Mr. Pearce does, that trust makes 
a person far more conscious of his 
honesty. 

S. D. BRYAN 

President 

Bryan-Cooper Oil Co. Inc. 
Raleigh, N. C. 


What Majors Owe Lessees 

& What is the major’s responsibility 
to his lessee? Some lessees have a 
business background, but others know 
little more than how to ask some 
friend or relative for a loan. 

If the lessee is successful in raising 
the required capital necessary -for 
equipment and merchandise, then the 
company, or lessor, assumes moral 
responsibility to both the lessee and 
the guarantor. 

What is the responsibility the com- 
pany assumes? The company must 
help the operator to understand the 
profit system and to buy right and 
sell at a profit. It appears that in many 


March, 


instances his immediate superior 


knows little more than the lessee and | 
is more interested in showing big gas- | 
oline gallonages in the misconception | 
that gallons and profits are the same. | 

It has happened more than once | 


that through guidance or ignorance a 
dealer has reduced his retail price 
without any idea as to how many 
more gallons he must sell at the lower 
price to make up his loss in profit. 

There is also the ever present ele- 
ment that the dealer can maintain a 
price edge only so long as his com- 
petition will allow it. Within a short 
time his edge and profits are gone. 
If he has gone so far as to cause an 
entire area to drop, he not only has 
hurt his own position permanently but 
also those around him. 

Is there any law that prevents the 
lessor from pointing out to his lessee 
how to make money? It would be 
better to help him than to lose him 
and have to look for a new lessee. It 
would be better to lend a helping 
hand than to cause a friend or rela- 
tive of the lessee to come up with 
the money he pledged for his friend 
in his venture. 

Too many young men put up their 
last $1,000, and the company loans 
the balance to get started. If this man 
is successful, it was a fine thing to 
give the fellow a start. If he fails, the 
company must assume its fair share 
of the responsibility for the failure. 
Seldom does the company suffer much 
loss, and what loss it has it can easily 
stand. 

Majors take too much credit in the 
all-too-true fact that they put up 
thousands of dollars in each station 
and seem to feel that that fact should 
be recognized and appreciated by 
their lessee. 

If the company representative feels 
the responsibility of the large invest- 
ment in brick, mortar, and steel placed 
in his hands to operate profitably for 
his employer, he will realize the need 
for not only great care in the selection 
of the lessee but also the need for 
constant aid, guidance, and training 
to make the lessee’s operation a profit- 
able business venture. 

Anxiety on the part of hard-pressed 
supervisors invites improper selection 
of personnel, which is the beginning 
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Superior quality forged ter 
— precision machined 


Uniform wall thickness 
—ne weok spots 
Extra heavy reinforcing rim 


larger diameter cam ears 
for longer service life 


Extra 
Hi-Strength 
forged 
handles 
—greater 


economy safety and : 
longer ‘ 
service 
Uniform heavy 
wall thickness 


—no weak spots \ 
« 


Recess retains gasket Superior quality forged body | 


in coupler and assures 
proper placement 


your best buy is 


EVER-TITE 
-the best quality 


quick couplings 


Bronze 
Aluminum 
Stainless 
Carbon 
Malleable 
Hastelloy 


You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
deliveries—no leaks. 
The tightness is 
predetermined in 
manufacture so you 
EVER-TITE can be sure with 
Adapter EVER-TITE. 

and . The EVER-TITE 
trademark is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 
hose or pipe. 
Get EVER-TITE and 
get the best. Ask your 
distributor now. 
EVER-TITE COUPLING CO. INC 
254 West 54th Street 
New York 19, N. Y. 


— precision machined 
—accurate tolerances 


# EVER-TITE 
Standard 


Coupler 


EVER-TITE 
Shank 
Hose 
Coupling 


Dust Plug 


EVER-TITE Dust Protectors 


7 





SAYS “ (S10) HERE.. 


ADJUSTABLE POLE ADAPTORS 


Threaded on Top... 
for Auxiliar : 


Lighting 5 \S 
ee}. 


Weight of Luminaire is Rigidly Sup- 
ported by Sturdy Load Bearing a a 
Hub Supports. m" 


P ( — a 
Double Model Qf, we 


No. 1712 bs ; 
/ AS 6%, 
Each Arm I 


individually j Wireway Access 
Adjustable Door for Easier Wiring 








FOR SERVICE” 


COMPCO 
CANTILEVER 
LIGHTS 


ALL ALUMINUM CONSTRUCTION 


e Do make sales... because they 
focus customer attention on 
your station and create traffic. 


e Do give more light... because 
Compco engineered luminaire 


design offers more powerful and 


better light over wider areas. 


e Do offer maximum versatility 
and economy. Can be used for 


island, perimeter and approach 


lighting. 


* COMPCO 


CORPORATION 











Letters 


of station downgrading. This practice 
is occurring in our area, and such 
locations can easily be pinpointed. 
Such pinpointing should result in the 
immediate dismissal of the district 
manager. 

Until the companies assume their 
responsibility we will have price wars; 
and so far as I have investigated, these 
majors actually back away from this 
matter of price versus profit. 

How can they get good business 
ethics and conscience mixed up with 


| the foolish idea that it involves price 


fixing? Or is that just another excuse 
to permit or extend the pitiful prac- 
tice of influencing extra gallons at the 


expense of their lessee? 


If anyone falling within this indict- 


| ment succeeds in gaining a promotion 
| with his company because of such 
| practice, he will surely fail at some 


later date because of inferior judg- 
ment. 

J. A. HoGsuireE Jr. 

President 

Wake Up Oil Co. 

Indianapolis 


In the February 
issue, NPN re- 
ported on the rap- 
id growth of in- 
dependent Norman 
McGee of Savannah. 


| Praise for McGee 


| Bm I have not had the pleasure of 


meeting Norman A. McGee of South- 
land Oil Corp. (“25-Million Gallons 
in 10 Years,” NPN—Feb. p116), but 
I should like to make his acquaintance 


| and observe his operation. It would 
| certainly appear that he has done an 
| outstanding job with his company. 


Articles such as this bring out the 
fact that there is still a definite place 
in the marketing picture for the ag- 
gressive jobber, be he major or private 
brand. The jobber who has a better 
than average operation is the one who 
is moving ahead today. He must have 
a strong desire to succeed. He must 
dare to be different and use his in- 
genuity. 

R. L. Kuss 
Bonded Oil Co. 
Springfield, Ohio 


| A question of loyalty 


>] take serious objection to the words 


“disloyal customers” in the letter of 
R. P. Ferguson in your January issue 
(p11). 


1800 N. Spaulding + Chicago 47, Illinois It displays an arrogant attitude that 


NATIONAL PETROLEUM NEWS * March, 196] 








Bem TTT TY 


SN a ay, an 
Ms ae 
Lie Nae og 
2 
oe 


Ly a aa 
He de Sn 2 





is symbolic 
namic new marketing program trae 
has made DX the talk of the in- 
dustry! 
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, Tulsa, Oklahoma ...a new concept in service 

«@ new proving ground for ideas and equip- 

deliver more profit... another example of DX Sun- 

ray progressiveness and leadership...where Tomorrow is Now. 
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Where companies market 
Capital Expenditures 

By oil companies 

Highways 

Marketing expenditures 

Oil and other industries 
Census Reports 

Bulk plants and terminals 

Lube-oil sales 

Service stations 
Commission Agents 

Number, by company 
Cc r Exp 
Cooperatives 
Credit Cards 
Crude Oil 

Prices 

Refinery capacities 

Supply-demand 


ditures 





Distiflate Fuel Oil 
Canadian sales 
Prices 
Refinery yields 
Sales, by state and by use 
Supply-demand 

Equipment 
Directory and buyers’ guide 
NAOEJ members 
Oil-heat equipment 
Planned expenditures 


| farm Cooperatives 


| Forecasts 


Gas industry 

LP-gas market 

Lube-oil consumption 
Motor-vehicle registrations 
Motor-vehicle travel 
Passenger-car trends 
Retail trade 
Supply-demand 

TBA sales potential 


Fuel Oil 


Advertising expenditures 
Canadian sales 

Demand forecast 
Heating-equipment sales 
Prices 

Refinery yields 

Sales by state, type 
Supply-demand 


Refinery yields 

Retail sales forecast 
Supply-demand 

Tax laws, rates, collections 
Toll-road sales 

Where companies market 


Government 
Federal highway program 
Guide to legal issues 
Tax laws, rates, collections 
Highways 
Building program 
Toll roads 


Imports, Exports 


Jobbers 
Associations directory 
Directory 
Number, by companies 
Operating ratios 
Kerosine 
Demand forecast 
Prices 
Refinery yields 
Supply-demand 
Legal Issues 


Liquefied-Petroleum Gas 
Bus growth 
Demand forecast 
Pipeline capacities 
Production 


Some of the reasons why 
oil marketing management men 


use NPN's annual 
WANE -1@1@) @rsitis 


the year around 
and see your advertising in it 
the year around 


Plan, schedule and budget NOW 

for sales producing advertising 

in the next NPN FACTBOOK 
OUT in ni- -May 
CLOSES April 18th 
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Gas-Industry Forecast 


Gasoline 
Brand names 
Canadian sales 
Consumption 
Demand forecast 
Farm co-op sales 
Marine sales 
Motor-vehicle travel 
Octanes 
Octane forecast 
Premium-grade sales 
Prices 
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Sales, past and future 
Supply-demand 
Transportation 


Lubrication 
Auto use and forecast 
Census sales breakdown 
Consumption forecast 
Demand forecast 
Motor-oil ratios 
Motor-oil sales forecast 
Supply-demand 


Marine Sales 


Marketing Companies, U.S. 
Annual reports 
Brand names 
Capital expenditures 
Credit-card use 
Distribution lineup 
Mergers, acquisitions 
Oil-company sales management 
[BA programs 
Where companies market 


Mergers, Acquisitions 
NPN Reference List 
Operating Ratios 
PAD Map 


Pipelines 
Capacities, mileage 
Delivery of products 
Products pipeline map 


Population Forecast, U.S. 
Prices 


Refineries 
Directory 
Product yields 


Residual Oil 
Canadian consumption 
Demand forecast 
Prices 
Refinery yields 
Sales by use and state 
Supply-demand 


Retail Trade 
Consumer expenditures 
Credit cards 
Dealer turnover 
Forecast: Retail trends 
Gasoline prices 
Number of stations 
Population projections 
Station building permits 
Station capital expenditures 
Station census 
Station dollar sales 
Station repair work 
Stations on toll roads 
TBA sales 
Women customers 
Storage Capacities 
Supply-Demand 
Tank-Cor Production 


Taxes 
Antidiversion laws 
Oil-company payments 
Rates and collections 
Tires, Batteries, Accessories 
Auto trends forecast 
Battery sales 
Company TBA programs 
Directory and buyers’ guide 
Forecast: TBA sales 
TBA sales ratios 
Tire sales 
Tubeless tires 
Where repair work is done 


Toll Roads 


Transportation 
LP-gas shipments 
Pipeline map, capacities 
Product shipments 


Trucks 
Delivery of products 
Planned expenditures 
Registration forecast 


Women Drivers 





Letters 


no one who sells to the public can af- 
ford to assume. Customers’ relations 
with their suppliers are influenced by 
acceptability, never by loyalty. 

The customer who buys gas know- 
ing that he can get it cheaper else- 
where does so either because it’s con- 
venient, because he can afford it and 
does not care, or possibly because he 
has a credit card. Usually one is will- 
ing to pay the higher price because 
the service given warrants it. 

But there are many _ customers 
‘whose financial situation or whose 
willingness to pay extra for service do 


BUURE RBS 





horsepower 
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® Stainless steel pump-motor shaft with hi-load 
thrust bearings. 


1/3 
through 
5 








BLUFFTON, 


“7 %” MOTOR 
For gasoline pedestals or bulk plants, 
insist on Franklin Motors in your 
remote pumping systems. Dependable 
performance is assured when remote 
pumps are “Franklineered”’. 


© Gasoline-cooled and gasoline-lubricated. 


a © TOTALTECTOR ® protects against conditions 


of empty tank and excessive overload. 


© Windings hermetically sealed in stainless steel. 


© Exclusive disconnect feature permits quick 
disconnect of pump and motor from drop-pipe. 


net warrant their paying any more 
than they have to. To call these people 
disloyal is on the same plane with ex- 
tolling nonexistent merits: promoting 
premium gas in cars that have com- 
pression ratios calling for regular gas, 
and 1,000-mile oil changes that are 
totally unnecessary. 

That the public is getting wise to 
these misrepresentations is evidenced 
by the falling gas-oil ratios. If the oil 
companies would quit these practices 
and get down to giving their customers 
the best product and services that each 
individual needs, maybe more people 








Ef. r bri Ce. lnc ° 


INDIANA 


would feel confident to buy TBA at 

the service stations to make up for the 
price-conscious buyers. 

LIONEL L. JAcoBs 

Lionel L. Jacobs & Son 

Wayne, Pa. 


Circular station 


>My first impression in one of sur- 
prised relief. Obviously the station is 
distinctive, and tastefully so, in com- 
parison with the box-like structures 
common to service-station design in 
America, and follows out the philoso- 
phy that gasoline must be merchan- 
dised and not simply dispensed. 

As the project is experimental, we 
don’t have to go too closely into the 
cost. Obviously the building cost is 
high, the forecourt area is excessive, 
and the whole thing is done to show 
off the station and its equipment to 
the best advantage without being 
forced to take into consideration 
economy of operation and tonnage 
of products sold per square foot per 
dollar expended. 

What I think should not be over- 
looked is the fact that engineers are 
capable of designing service stations 
—to provide economy in structure, to 
have merchandising appeal, and to be 
efficient to operate. But their efforts 
must be coordinated with those of an 
industrial design and a_ standards- 
maintaining group. 

In Europe one of our major prob- 
lems is to make service station oper- 
ation profitable to the dealer, and in 
our experience a proper balance in 
the factors I just mentioned must be 
maintained. 

E. S. BATES 
BP(North America) Ltd. 
New York, N.Y. 


Unified Oil-Heat Group 


B® You are to be congratulated on 
your January editorial dealing with 
the need for a unified fuel-oil trade 
organization (p81). Bill Kenny’s diffi- 
culties with codes (NPN—Dec. p92) 
clearly illustrates that even the most 
progressive distributors today find it 
nearly impossible to compete alone 
against unified gas and electric com- 
petition. This individual problem is, 
of course, one of many which is best 
solved through trade-association unity. 
I would urge you to continue full, 
unbiased and accurate reporting of 
progress during this difficult period. 
WILFRED H. HALL 

Manager of Dealer Relations 

Wyatt Inc. 

New Haven, Conn. 





= Gates Soft-Wall Curb | 
m Pump Hose | 


/s crush-resistant, 
gives long, safe 
service 


Gates new 24B Soft-Wall Curb Pump Hose has been tested and approved 


by major oil companies... many are using it as a standard for specifica- 


tions. They report that they get fewer returns of this hose due to damage. 


It is constructed throughout to be safe and easy to use and to give ex- 


ceptionally long service life on retracting-cable pumps. 


Operators prefer this hose for these reasons: 


New spring wire inserts prevent collapse or kinking at coupling and noz- 
zle... combine advantages of both soft-wall and hard-wall constructions. 


2 The soft-wall construction is extremely resistant to damage by crushing 


when run over by an automobile. . 


. greatly increasing service life. 


3 It is highly flexible... handy to use. 


4 Dangerous split-type failures are 


prevented by the strong carcass, 


braided of tightly-woven, high-tensile cords... assuring safety in use. 


5 It eliminates torque wind-up from twisting ...is easy to handle. 


G It is light in weight... reduces operator fatigue. 


The Gates Rubber Company, Denver, Colorado 


BP26 


Gates Petro 
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eum Hose 


You get fast delivery 
from local stocks 
Gates Distributors, 
located in all parts 

of the country, have 
large stocks of 
petroleum hose on 
hand, backed by Gates 
servicing warehouses 
in every major 
industrial center. 

Call your nearby 
Gates Distributor when 
you need hose 

of any kind. 


A Gates Hose for any 
petroleum marketing 
need is quickly 
available from your 
local Gates Distributor 


= 


Building the future 
on SO years of 
progress 





FREE* G-E MAGNETIC 
“GRIP-STICK” helps you 
sell more G-E headlamps 


ONLY TIP OF MAGNET EXPOSED 
less likely to stick to surrounding metal 





BLECT RIL 
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TOUGH PLASTIC GRIP @> 


non-slip; easy to clean won't rust 


~~ Algae 


cilia 


* Your dealers get it free with 
a case of General Electric 4002 
headiamps and a case of any 
other General Electric headlamps 


Dealers pay just the regular price for the 2 cases of head- 
lamps. They don’t pay for the “Grip-Stick’’ out of hard- 
earned profits . . . you don’t either. The ‘‘Grip-Stick”’ is in 
specially marked cases of 4002's. Get them while they last. 

More and more of your dealers’ customers are driving 
four-headlamp cars. So help them to cash in on this rapidly 
growing replacement business. Stock them up now while 
this special promotion is on. And while you're at it, re- 
member that one out of ten motorists needs a new rear light 
so get rear lamp orders now, too. Help your dealers make 
more lamp profits, 


16 


CADMIUM PLATED STEEL @> 


TELESCOPIC @&> 
extends to 20'2”’; 
telescopes to 122°’ 


DEMAGNETIZED SPRING a 
probes around corners 


LIFTS UP TO 5 OUNCES 
Alnico 5 magnet 


Syecue cwoeu Pata, Smee 


eS 


This “Grip-Stick” promotion is pre-sold 
to your dealers. General Electric is telling them about it in 
their own trade books. And G.E. is running a big advertis- 
ing campaign in national magazines to help dealers sell two 
G-E SUBURBAN Headlamps to motorists that come in 
with ove burnout. This two-way promotion will help you 
and your dealers sell more G-E Headlamps. General Electric 
Company, Miniature Lamp Department M-116, Nela Park, 
Cleveland 12, Ohio. 


Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 
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It's what's inside that counts your profits 


Rockwell ‘‘T’’ Series Tank Truck 
Meters have it where it counts. They 
measure by an exclusive meter principle in 
which the all-revolving mechanism turns easily, 
quietly on anti-friction bearings. 

There is no metal-to-metal contact to cause 
wear. And these meters are designed to take 
the punishment of truck travel and rough 
handling in stride. , 

Lightweight castings reduce bulk while com- 
pact dimensions offer the most measurement in 
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the least space. Savings in space and weight 
can be used to advantage for greater payloads. 
For easy installation there are three optional 
inlet connections and two outlets. All interior 
parts can be removed through full size areaways. 
To calibrate, only a screw driver is needed. 
See your local equipment jobber for full details 
—or write direct to Rockwell Manufacturing 
Company, Dept. 121C, Pittsburgh 8, Pa. In 
Canada: Rockwell Manufacturing Company of 
Canada, Ltd., Box 420, Guelph, Ontario. 


TANK TRUCK METERS 


another fine product by 


ROCKWELL® 





CRAWFORD F. KELLER, PART- 
NER, of Brittingham and Keller. 


She 





THIS NATIONAL CASH AND CREDIT SYSTEM 
builds customer confidence, speeds service 


MODERN EXTERIOR of Britting- 
ham and Keller’s Service Station 


“Our C4alional Cash-Charge Control System 
saves us *2,960 a year... 


returns 129% annually on investment!” 


“We could not operate profitably 
without our National Cash-Charge 
Control System and these are just a 
few of the reasons why. 

“The flexibility and accuracy of 
our National System are far superior 
to our previous method. It saves us 
40 hours per week in bookkeeping 
time alone. Our charge accounts and 
department records are always up- 
to-date and accurate. The itemized, 
register-printed receipt and item-by- 
item indication build good will for 


our business by eliminating mis- 
takes in addition and speeding serv- 
ice to customers. 

“Our National System more than 
pays for itself in time and money, 
saving us $2,960 a year, returning 
129°% annually on our investment!” 


lla Pile. 


Partner 


Brittingham and Keller’s Service Station 


THE NATIONAL CASH REGISTER COMPANY, payton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 77 YEARS OF HELPING BUSINESS SAVE MONEY 


—Brittingham and Keller's Service Station, Salisbury, Md. 


Your service station, too, can benefit 
from the many time- and money- 
saving features of a National System. 
Nationals pay for themselves quickly 
through savings, then continue to re- 
turn you a regular yearly profit. 
National’s world-wide service organi- 
zation will protect this profit. Ask us 
about the National Mainte- 

nance Plan. (See the yellow 

pages of your phone book.) 


*TRADE MARK REG. U. S&S. PAT. OFF. 


CASH REGISTERS 
ADDING MACHINES * ACCOUNTING MACHINES 


ELECTRONIC DATA PROCESSING 
wer PAPER (No Carson Requirep) 
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a, ©@ John has had Wnwt + 

| : » ese pump intilid aq his success to having Roper pumps on : 

; ° 3 "? ; : ks @@ ” 
Money-Making Ideas | “on his fuel oll tuck @® "Tous, all his fuel oil trucks - 


Court-house files help 
jobber plot strategy 
... special welcome 


©@@ My dear, my Henderson attributes 





SOHIO DEALER Harry Sullivan has 
sold the vending machine concessions 
at his station to a part-time attendant. 
The buyer: Sullivan’s 14-year-old son 
Glenn. The machines are kept clean 
and well-stocked—and the younger 
Sullivan gets to learn some ABC's 
of free enterprise. 


$ 


PHILLIPS JOB- 
BER Stewart 
Pomeroy, Tampa, 
Fla., keeps track 
of all non-fee 
properties in his 
marketing area. 
He lists the date } 
of lease expira- y 
tion, amount paid, eT ee 

and any other rel- 
evant data. Most 


sowennes | Service will be better, profits will rise 


the court house. With the record, Pom- 


st “=! with ROPER PUMPS on your trucks! 


SOMEROY co chats eneiée With Roper tank truck pumps you will get better delivery service 
month gallonage of each competitor, because the flow is smooth, even, without pulsation, regardless of changes 
comparing his progress with theirs. in discharge pressure or viscosity. Built-in face plate relief valve adjusts 
He records his station averages in over 20-100 psi range, allowing stoppage of flow without halting pump. 
groups of 10. For example, the first Roper tank truck pumps are easily mounted in any position and will 
10 may average 35,000 gal. a month, operate efficiently in either direction. You can’t beat the service you'll 
the last 10 about 15,000 gal. get from Roper pumps, and they pay off in profits. 


$ 


WITH THE COMING of summer, GEARS: Helical-type, hardened alloy gears 
highways will again see National run vibration free. 

Guard convoys of every size on their 
way to field training sites. Last sum- BEARINGS: High-lead bronze bearings are 
mer, several dealers tapped this mar- self-lubricating. 

ket by preparing special welcome 
signs. 





— rr 


—sr ro - 


Pomeroy 


SHAFTS: Precision- ground steel shafts are 
$ induction-hardened for years of service. 


ONE OF THESE same dealers got 
still more uniformed customers when 
34 Air Force men moved into his 


ova He oat = wokane tee «© | TM 1 @) ad tae Dependable Pumps 
of the airmen are now regular cus- since 1857 
tomers. HYDRAULICS, INC. comMERCE, GEORGIA 


$ 


March, 1961 * NATIONAL PETROLEUM NEWS 








VALUABLE PREMIUMS FREE WITH SPARK PLUG BOX TOPS 


A whole.catalog full of stuff. Watches, tableware, ency- you've got a fistful, pick out what you want from 
clopedia sets, sprinklers, hot dog cookers, sweaters, our free catalog sheets (or send us two bits for the 
roller skates . . . we could go on and on. The point is _ big, beautiful catalog). Pick out what you want. Or 
it’s all free, but only if you sell Autolite Spark Plugs. let your wife do it. You know how they love poring 
If you don’t, you’re out of luck. You Autolite Dealers, _ through catalogs. And you fellows who sell some 
want to know how you can get all this free mer- 4 other brand of spark plugs, we'd like you to 
chandise? Nothing to it. Simply tear off the printed “Aw get in on this good deal, too. Just call your 
box top, with the part number on it, from every a Autolite Supplier. You'll find there’s a good 
spark plug box and lock them up in many reasons why it pays to sell 
your safe. Or take ’em home and let AUTO LITE. Autolite Spark Plugs. Why not call 
your wife stash the tabs away. When spark ptuc bivision + ~ TOLEDO 1, OHIO ~ him now, and go Autolite for ’61. 
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THIS IS THE LOOK 


A well-designed gasoline pump adds appearance and efficiency to a service station, 
attracts transient trade, keeps permanent customers. Bennett pumps are styled to look 
good —from the road or a hose-length away. Intelligent functional design makes Bennett 
easy to operate, keeps its appearance handsome for years. Oil marketers who know the vital 
importance of gas station attractiveness prefer the enduring good looks of Bennett pumps. 


 — 
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JOHN WoOoD COMPANY : Bennett Pump Division + Muskegon, Michigan 
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Another Bennett first! Modular 
design for the most modern 
service station planning. Bennett’s 
advanced design concept points the way 
to the service station of the future. 


rr. 


A | 


* 





Modular units feature the traditionally fine 
Bennett construction that has always meant 
year-in, year-out dependability and lowest 
maintenance costs. Our design staff will gladly 
assist you in planning future stations. 


LITHO INUSA 








Regions 


Typical Hess station is remodeled former major-brand outlet. Price is 1¢ gal. above most private brands, 2¢ under majors 


The East's Newest Private-Brander 


Hess Inc., better known as a fuel-oil supplier, is breaking into New 
Jersey's gasoline market under its own name. Here's what's happening 


LEON HESS is busy carving out a 
new frontier for himself. 

The New Jersey oil man has al- 
ready made his 
mark as a second- 
ary supplier of 
heating oil for 
many New Jersey 
jobbers; as a 
heavy-oil market- 
er; as the own- 
er of an 80-truck 
fleet of 6,000-gal. 
transports; as a 
terminal operator, 
and more recent- 
ly as a pipeliner 
and a refiner with an interest in the 
company that operates the Merit and 
Save-Way chain of private-brand sta- 
tions in the East. Now he’s after a 
share of the gasoline market under the 
Hess brand name. 

While Hess people aren’t ready to 
talk about the newest Hess venture, 
competitors are watching the station- 
development program with interest. 
Here’s what their reports indicate: 

e Hess has about 10 stations op- 
erating in New Jersey. Known loca- 
tions include two stations in Wood- 
bridge (on both sides of Route 9) and 
one each in Millburn, Princeton Junc- 
tion, Robbinsville, White House, and 
Paterson. 


By 
Cornelius Brodersen 


Rotating station sign shows brand name on one side, price on the other at this highway 
location in Woodbridge, N. J., near refinery. Station used to be Esso 


e All of these stations are older 
outlets that at one time handled 
major or private-brand gasoline. Many 
of them were closed until Hess came 
along to buy them, modernize them, 
and put them back in business. “He 
has a smart real estate man working 
for him,” says one major. The infer- 
ence is that Hess isn’t opening costly 
stations in a free-wheeling manner. 

e Modernizing outlets consists of 
painting them white on the outside; 
painting the inside; installing remote- 
pumping systems with Tokheim Van- 
guard mail-box-type pumps on chrome 
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pedestals, using yellow hose on regu- 
lar pumps and white hose on pre- 
mium pumps; putting in at least two 
islands with two pumps to an island, 
topping each island with a wing-type 
lighted canopy; erecting the Hess 
brand name (green letters on a white 
background) across the front of the 
station, and putting up brand-name 
signs (green letters on a field of white 
against a background of golden yel- 
low) in the drives. A few stations 
have white porcelain-enamel fronts 
with bands of green and yellow at the 
top and bottom. (Continued) 
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‘Regions 


e New Hess stations will be pre- 
fab units coming from a manufac- 
turer in Linden, N. J. 

e Because Hess picks up older sta- 
tions of various types, they lack any 
particular style or pattern. Some have 
one bay, some have none. One of the 
Woodbridge stations, a former two- 
bay affair, has floor-to-ceiling glass 
front where the lube bay doors used 
to be; part of one bay is used as a 
vending area. The rest of the bay 
area is used for storage. 


e Station locations vary. Some are 
strictly highway stations while others 
are neighborhood-type outlets. High- 
way stations differ from most pri- 
vate-brand outlets in that they are 
not multipump affairs. 

e Price is not the main attraction 
at these stations. Service at the is- 
land is reportedly good. Dealers and 
attendants clean windshields and get 
under the hood to check motor oil, 
radiators, and batteries. Price gets 
good play, however. Some Hess sta- 





Wheaton 


assemblies —with 


the original 


Spring Balance 


In use 
for a decade 
at thousands 
of installations * 


Shockless 
closing loading 
valve 


Joint 
with removable 
packing seal 





—widely 
imitated 
but never 
equaled 


* SES 








, can get fast, economical loading with Wheaton assemblies because 
they embody the famous Wheaton Single Spring Balance—widely imi- 
tated but never equaled for precision and flexibility. 


There’s a fast, shockless Wheaton Assembly that will exactly meet your 
loading needs. Send today for Catalog No. 68. 


WHEATON BRASS WORKS, UNION, N. J. 
Manutacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage 
Tank Fittings and Truck Tank Equipment for the Petroleum and Chemical Industries. 


Foreign Manufacturers 
Emco Ltd., London, Ontario, Canada * Emco Brass Mfg. Co. Ltd., Margate, Kent, England 
Emco G.M.B.H., Allendorf, Germany ¢ Liungmans, Malmo, Sweden 
Baza S.R.L., Buenos Aires, Argentina, S.A. 
Worthington Corporation, Rio De Janeiro, Brazil, S.A. 








tions have revolving station signs with 
price on one side and the Hess name 
on the other. Signs that don’t revolve 
have brand name first, then price. 
Hess stations sell products about 1¢- 
2¢-gal. over most other private brand- 
ers and 2¢-gal. below fair-trading 
majors in the state. 

e Stations are dealer-lessee setups 
rather than salary operations, as is 
the case in most other private-brand 
operations. Dealers and attendants 
seem to be a bunch of service-happy, 
crew-cut young men. In addition to 
their clean-cut appearance, dealers 
and attendants wear white coveralls 
with the Hess brand on the back. 

e No gimmicks, premiums or 
stamps are used to get motorists into 
the stations. By keeping stations clean 
and giving good service, dealers ex- 
pect to get repeat business without 
stamps or premiums. 

e Advertising so far has been 
limited to grand-opening celebrations. 


Shell Oil is coming back into the 
southern part of New Jersey after an 
absence of 25 years. 

Shell, which operated there on a 
direct basis until 1936, is using the 
jobber route this time. As its repre- 
sentative in Cumberland County and 
in parts of Atlantic, Gloucester, and 
Salem counties, Shell has _ selected 
George A. Rossi Oil Co., whose head- 
quarters are in Vineland. 

As a contract hauler for Amoco, 
Rossi put together a string of stations 
in which he had a financial stake. 
Most of the 21 stations he served 
with Amoco have gone to his new 
brand. The jobber, Shell adds, plans 
to double the number of outlets in 
his market. 

Shell has been making other mar- 
keting news in the New York area. 
It has converted Schneider Fuel, Inc., 
The Bronx, from private-brand oil to 
the Shell brand. At the same time, 
Ed Schneider, president of Schneider 
Fuel, was named Shell heating-oil dis- 
tributor in Westchester. 

The same marketer has purchased 
the assets and business of the fuels 
division of Long Island Ice & Fuel 
Corp., Riverhead, L. I., a Shell gaso- 
line and heating-oil distributor in 
Suffolk County for more than 20 
years. 

By its purchase Shell picks up 26 
service stations in an area extending 
from Wading River to East Marion 
on the north shore and from East- 
port to Amagansett on the south 
shore. 

Principal active stockholders of 
Long Island Ice & Fuel will continue 
to operate the heating-oil business. 
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The Southeast 


Panama City marketers 
fight 10% fuel-oil tax 
that could cost $51,000 


THIRTEEN FUEL-OIL DEALERS 
in Panama City, Fla., are fighting a 
new 10%-of gross tax that could cost 
them $51,000 this 
year. 

The Panama 
City tax now puts 
fuel-oil dealers in 
the same tax class 
as public utilities. 
So far the main 
legal argument 
used by oil men to 
fight the law has 
been that they 
aren't a_ public 
utility and 
shouldn’t be taxed as one. 

According to one of Panama City’s 
leading oil men, the tax on open-mar- 
keted fuels really started some time 
ago when the city levied a 10% tax 
against LP-gas sales. The LPG deal- 
ers figured if they had to pay the tax, 
their fuel-oil competitors should have 
to pay it too. 

The LPG sellers certainly weren't 
hurt by the presence of Mayor Frank 
Nelson. Besides being Panama City’s 
mayor, Nelson is a vice president of 
West Florida Gas Co. West Florida is 
one of Panama City’s biggest LPG 
dealers, and the city’s only natural- 
gas supplier. 

The 10% tax on fuel oil went into 
effect in October, 1960, but it had a 
loophole. As written, the law taxed 
only #1, #2, and Bunker C. There 
was no mention of kerosine, which 
makes up the bulk of fuel-oil sales in 
Panama City. 

By the time the commission plugged 
the gap in the law, months had 
passed. So the total tax on all fuel 
oils, including kerosine, didn’t start 
until January of this year. 

When kerosine was listed for the 
tax, the Better Home Heat Council of 
Bay County appealed to Circuit Court 
to declare the tax unconstitutional. 
But the court dismissed the oilmen’s 
motion. 

The fuel-oil men at first were de- 
termined to take the case to the state 
supreme court. But now they’ve de- 
cided to change tactics—possibly even 
to wait the thing out. The fuel-oil tax 
is a temporary one, and will expire 
this fall unless the city commission re- 
news it before that time. 

But Panama City will have an 
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New economy-price electric pump 


SERIES 


DELIVERS 
UP TO 12 
GALLONS 
A MINUTE 


Model 57-6 KR-69 
Underground 
Tank 





Model 57-8 
Skid Tank 


‘ 














Farms, construction sites, factories, ranches, and estates 
need an electric utility pump with Bennett dependability 
at an economical price — and here it is. The Series 57, 

is a lightweight, portable, easily-installed electric pump 
for a variety of pumping applications. 


Model 57-4 KR-68 
Pedestal 


Bennett engineering has eliminated belts and gears 
to provide a direct-drive pumping unit with a 
minimum of parts, all permanently lubricated. 
The three basic models, pedestal, skid tank, or 
underground tank, each deliver up to 12 
gallons per minute; all have meters, and are 
available with choice of counters. 

The Series 57 pump, meter and motor 
assembly, is Underwriters’ Laboratories- 
approved. Durable red baked-enamel 

finish is weather-resistant. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION + Muskegon, Michigan 
In Canada: JOHN WOOD COMPANY LIMITED 
Toronto * Montreal * Winnipeg * Vancouver 
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On mufflers... 
and the matter of 
paying attention 
to first things first 


Ken Richcreek, AP Sales Manager, 
discusses service station muffler 
business from your point of view. 


One of the first questions to be answered in considering whether 
or not a dealer should take on extra service and repair work 
is this: Where will he find the time? Naturally, his first duty 
is to his regular business—selling gas, oil and lubrication and 
performing the usual services for his customers. 

Muffler installation is one profitable service any dealer can 
add without neglecting his primary responsibilities at all. In 
fact, with the new air impact muffler tool developed by AP, 
most mufflers can be installed in just 15 minutes or less. A 
dealer can get this remarkable AP power tool without any 
extra investment. And AP gives him all the know-how for 
fast, skilled muffler installations in the form of a free instal- 
lation manual and complete training clinics. No service station 
man is so busy that he can’t spare 15 minutes to perform an 
extra, needed service and add $10.51 to his profit. And when 
he installs AP longer-lasting mufflers and pipes he can be sure 
of completely satisfied customers. 

Nothing a dealer does makes him so much, so fast, so 
often per car as mufflers and pipes. 

When you combine AP quality and AP speed of installation 
with high unit profit, any arguments against going into the 
muffler business vanish into thin air. 


THE AP PARTS CORPORATION 
22P AP Building, Toledo 1, Ohio 


AP MUFFLERS ARE SOLD BY MORE DEALERS THAN ANY OTHER BRAND 


election before this fall, so fuel-oil 
dealers hope new men on the five- 
man commission would let the tax 
expire. 

Led by Crook Stewart Jr., vice 
president and manager of Two Crooks 
Inc., Standard Oil jobbership in Pan- 
ama City, oilmen hope to show local 
citizens that the tax eventually comes 
out of the customers’ pocketbooks. 

Stewart, president of the Better 
Home Heat Council, says, “The LPG 
dealers are justified in being opposed 
to the 10% ‘utility tax’. However we 
feel they should have fought for re- 
peal of the LPG tax instead of sup- 
porting a new tax on fuel oil.” 


Southwest 


Numbing cold may not 
stop the postman but 
it’s stopped our man 


TEXAS IS HELL in February. Those 
northers keep grabbing onto the tail 
of each other as they come roaring 
down out of the 
Rockies, and it’s 
too cold to get out 
and scout around 
for news. What 
say we see what 
can be salvaged 
from old notes. 

How about this 
one? It says this 
major, historically 
almost fully job- 
ber-represented, is 
quietly acquiring 
jobber firms and putting them on a 
salary-operation basis. No, let’s don’t 
put the company’s name in_ here, 
Mabel. Not until it gets warmer and 
we can do some more checking. 

But look what it says here. They 
are supposed to have made several 
transactions in recent months. Sup- 
posed to have paid about a million for 
a private-brand operation, it says, and 
put out $250,000 to buy one of their 
own jobbers out. The private-brand 
acquisition, it says on this napkin, is 
still operating under its old brand al- 
though the major owns it now. 
Interesting. 

What's this one? Says this private 
brander is cutting a wide swath 
through Texas with self-serve stations. 
The notes say he has over 30, and 
putting more in every day. Gravel 
driveways, two to three pumps and a 
hut, maximum investment $5,000. 
What’s that one, Mabel? Oh, it says 
these self-serves may be the main rea- 
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son for all the price wars, huh? Hell, 
we ought to get on this one right away, 
but damn it’s cold out there. Who is 
this bird supposed to be? Doesn't say 
huh? Well, we'll find out later. 

What’s that, Mabel? Newspapet 
clippings, huh? Now why in the world 
have you been saving them? Oh, I 
see, here’s one about a price-war-sick 
dealer who has a sign, “Unprofitable 
Gas For Sale.” Ha, this columnist here 
says he found a sign saying, “Eat With 
Butane,” and he adds he knew the oil 
business was off but didn’t think it was 
that bad. 

Oh, you have lots of clippings on 
Lamar Hunt and Bud Adams, haven't 
you? Yeah, everybody knows Lamar 
is H. L. Hunt’s boy, and that he has 
a professional football team just like 
Bud Adams, of Ada Petroleum. Old 
Red Smith tells the story here about 
someone saying to H. L. that his boy 
would lose $1-million the first year in 
pro ball. H. L. says at that rate, the 
kid will only be able to play around 
with it for over a hundred years or so. 

How about this one? Old George 
Halas of the Chicago Bears says 
Bud Adams has the biggest mouth 
west of the Mississippi, after Bud signs 
one of Halas’s boys and says he’s tired 
of playing for a losing team. 

All this is amusing, Mabel, but 
throw all those clippings out and let’s 
get back on these oil-marketing notes. 

Here’s one saying we should check 
up on what Shell Oil is doing in 
Texas. They’ve moved a man into 
Dallas, and it says here they have 
five or six real estate firms out ac- 
quiring properties for them. Good 
gosh, Mabel, these figures on the 
number of stations they plan for the 
Dallas-Ft. Worth area can’t be right. 
Savs 25-50. 

Here’s one, Mabel, about a 40,000 
gal.-a-month dealer who is ready to 
throw in the towel. He said the gaso- 
line business is about the _ lousiest 
business a man can get into right now. 
Claims he can’t make it, because of 
all these price troubles we keep hav- 
ing here in Dallas. 

How about this one? Left over from 
the story we did on DX Sunray’s 
“Circle of Service” station in Tulsa. 
It says, Mabel, that while they still 
had the fence up around the station 
and only the roof could be seen, some- 
body asked a DX man if he knew 
who was putting up that new ham- 
burger stand. I'll bet Stan Breitweiser 
flipped when he heard that one! 

Here’s one from a technical meet- 
ing we covered, Mabel. This scientist 
said the day will come when cars will 
operate on electricity generated by 
fuel cells or thermoelectric generators. 

Reminds me of the story about this 
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guy who has a spare tank on his car. 
The tank nozzle, Mabel, is in the same 
place where you would expect his 
regular tank nozzle to be. They say 
he delights in driving up to a station, 
and when the attendant comes bounc- 
ing out, he tells him all he wants is 
water. He grabs the water hose and 
proceeds to put water in this spare 
tank. 

When he finishes, while the atten- 
dant is standing there all bug-eyed, 
this character puts the hose back and 
then pulls this little bottle of white 
pills out. He takes one pill, Mabel, and 
drops it into the tank. Then, slowly, 
he puts the cap back on, thanks the 
attendant, and drives off. Can you 
imagine the look on that attendant’s 
face by then, Mabel? 

Mabel, that just about does it. Just 
throw all that other stuff out. Yes, 
even the one about that self-serve boy, 
Mabel. We'll just start from scratch 
on him, just as soon as it warms up a 
little. What will the boss say about 
sitting on the story? He won't like 
it, Mabel, but we’ll think of some good 
excuse after he reads this. By then, 
April will be here and maybe it won’t 
be so cold. 


Canada 


Wheeling and dealing 
for fuel-oil accounts 
takes over in Toronto 


TORONTO is 2 good example of what 
can happen to a heating-oil market 
once natural growth slows down. 

Many oil men feel that competition 
for the city’s 250-million-gal. a year 
market is now largely a matter of ac- 
count trading—or account raiding 
—with commission agents, in effect, 
running the show. 

Whoet’s the Cost Now—Paving for 
new accounts. marketers say, is biting 
deep into former lush profits. Oil com- 
panies are paying as much as 1¢ gal., 
or from $10-$25 per account. It used 
to cost only $5 per account. At the 1 ¢- 
gal rate, the commission equals the 
year’s profit on that account, some 
marketers find. 

If the trend continues (some feel it 
may get worse), the only solution for 
many of the city’s 125 oil dealers will 
be to close up. Those left, one source 
forecasts, will then be forced to pro- 
vide more free customer services, gifts, 
premiums, or commissions. Each serv- 
ice or gift would take an increasingly 
bigger bite of slimmer profits. 

“We're on a merry-go-round of ac- 
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New economy-price 
electric pump 


DELIVERS 
UP TO 
GALLONS 
A 


Model 
57.4 KR-68 
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Farms, construction sites, facto- 
ries, ranches, and estates need an 
electric utility pump with Bennett 
dependability at an economical 
price—and here it is. The Series 57, 
is a lightweight, portable, easily- 
installed electric pump for a va- 
riety of pumping applications. 

Bennett engineering has elimi- 
nated belts and gears to provide 
a direct-drive pumping unit with 
a minimum of parts, all perma- 
nently lubricated. The three basic 
models, pedestal, skid tank, or 
underground tank, each deliver up 
to 12 gallons per minute; all have 
meters, and are available with 
choice of counters. 

The Series 57 pump, meter and 
motor assembly, is Underwriters’ 
Laboratories-approved. Durable 
red baked-enamel finish assures 
year-round weather-resistance. 


JOHN WOOD 
COMPANY 


BENNETT PUMP DIVISION \ 


Muskegon, Michigan 





Model 57-8 
Skid Tank 





CHECK YOUR OIL 





BENNETT 
OIL MERCHANDISER 


Sell the one out of every three customers who will 
buy oil when it is offered! Put an Oil Merchandiser 
on your island to remind customers to check their 
oil! Empty can and drip receptacle keeps island neat. 
Panel lock ends pilferage. Illuminated sign available 
to increase sales impact. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION * MUSKEGON, MICHIGAN 


IN CANADA: JOHN WOOD COMPANY LTD. 
Toronto * Montreal * Winnipeg * Vancouver 








count trading,” says Murray Bowes, 
fuel-oil manager of Lake Simcoe Ice 
& Fuel Ltd., one of the area’s bigger 
independents. “Up to 20% of accounts 
change hands annually in this business. 
The reason we’re in trouble is that 
we're not expanding, not all going 
after the new markets.” 

Why No Growth?—New markets 
aren’t easy to come by. Steady postwar 
growth isn’t there. Government money 
is no longer available in the mortgage 
market, and home building has fallen 
off. Builders, once strong on oil heat, 
are cost-conscious and have switched 
to gas equipment. 

A few oil marketers started the 
ball rolling by trying to stimulate the 
market with hot-shot sales methods 
or high-pressure gimmick salesmen. 
Others followed suit or came up with 
their own imitations. It wasn’t long 
before account trading or raiding came 
into the picture. 

The end result split the local trade 
association; members accused each 
other of acting in bad faith and against 
the industry interests generally. 

Some marketers feel trouble began 
as long as 10 years ago when one 
company, as a special inducement to 
get new accounts, offered free garbage 
pails to immigrants. 

Others contend that special induce- 
ments were not much of a merchandis- 
ing factor until September, 1959, when 
Imperial Oil came up with a new 
mortgage financing plan. It offered 
new homeowners up to $1,200 on a 
seven-year second mortgage at the 
same interest rate as their first mort- 
gage—if they put oil heat in their 
homes. Whatever the cause, the serious 
in-fighting for new accounts became 
more evident after the Imperial mort- 
gage plan was announced. 

The Fun Begins—“We lost whole 
streets to raiders,” say J. W. Coady, 
secretary-treasurer of Halliday Fuels 
Ltd. “So we had to fight back.” 

Companies reportedly began paying 
commissions to builders, heating con- 
tractors and real-estate agents. (Real- 
estate men face loss of their city 
licenses if they accept such com- 
mission.) A few offered their own 
mortgage plans. Others came up with 
free insurance guarantees backed by 
insurance that their oil wouldn’t ex- 
plode, budget plans, free checkups, and 
free cleanouts. Some offered small 
commissions to existing accounts for 
whatever business the latter could 
garner. 

Smaller companies, unable to afford 
free services, offered premiums and 
gifts to accounts for new business. 
(Metropolitan Licensing Commission 
says this is illegal.) 


NATIONAL PETROLEUM NEWS * March, 1961 





Regions 


The oil account felt he was king. 
One supplier says prospective accounts 
usually ask something like: “What 
have you to offer for my business.” 

A British American Oil Co. official 
says, “We have few ‘free’ accounts 
in our fuel business now. Most of 
them cost us $15 each.” 

At one time, a commission account 
was considered good for at least two 
years. Now, most marketers agree that 
such accounts are good for one year, 
if that long. So the business of paying 
commissions for accounts starts anew 
each heating season. 

Account raiding is raising hob with 
the dispatcher’s duties. Accounts sign 
a contract agreeing to buy exclusively 
from one company. But one major- 
company says, “They are nothing but 
a formality. There’s nothing our man 
can do if the tank is already full when 
he arrives to make a delivery.” 

How Will It End?—Nobody knows 
where all this will lead. Some industry 
men say there’s nothing unethical 
about account raiding. They consider 
it a legitimate function of competition. 
Others, who say they raid accounts 
for self-protection, feel it is an eco- 
nomic waste. Most dealers, regardless 
of where they stand on account trad- 
ing, say that in years to come they 
will be called on to provide more free 
services than they do now. 

Bowes sums it up this way, “We 
were once a young and lusty industry. 
But we’ve become like a sedate adult— 
we've gotten lazy, and we've tried to 
take the easy way out with gimmick 
selling and all the rest of it. We've 
got to get our vigor back and go out 
and get new markets.” 


The West 


Golden Eagle swoops on 
Northwest... Octane bill 
introduced in California 


GOLDEN EAGLE Refining Co., 
Ultramar Co., Ltd. subsidiary of Los 
Angeles, will re-enter the Pacific 
Northwest retail market area this 
summer. 

As first step in its re-entry pro- 
gram, Golden Eagle will construct a 
300,000 bbl. marine petroleum prod- 
uct terminal at Vancouver, Wash. 
The terminal will serve as Golden 
Eagle’s product-distribution point for 
southwestern Washington and all of 
Oregon. 

Completion of the half-million dol- 
lar facility, which will be operated 
under a 15-year leasing agreement 








Grey-Rock shows dealers 
how to do every brake job correctly! 









































Any dealer who wants to increase 
his earnings makes a good start 
when he does brake work, be- 
cause brakes are one of today’s 
most lucrative automotive serv- 
ices. But he isn’t really in the 
brake business just because he 
has stocked up on linings. 


He has to know how to do a 
quality relining job on all kinds 
of cars—all makes and models. 
And Grey-Rock sees to it that its 
dealers know — by supplying the 
most complete, comprehensive 
brake service manual in the in- 
dustry. Diagrams of every type of 
brake—explanation of every step 
in removing and replacing linings 
—correct adjustment—tips on trou- 
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blesome types of brakes — short 
cuts that can make work easier. 
And every year Grey-Rock holds 
brake service clinics, where deal- 
ers can get all the facts on brakes 
on the newest cars. This valuable 
training is free. 

This training—plus famous Grey- 
Rock quality linings and the na- 
tional advertising behind them— 
means that the dealer who sells 
Grey-Rock can make more 
money. He also builds a satisfied 
clientele who come back to him 
for service — and who patronize 
his pumps regularly, of course. 
For full details, contact Grey- 
Rock Raybestos- 
Manhattan, Inc., Manheim, Pa. 
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makes BALANCED BRAKE LININGS 


BALANCED BRAKSETS e TRUCKSETS e BRAKE BECKS e VEE-LOK*® CLUTCH FACINGS ¢ AUTOMATIC TRANSMISSION PARTS 


You Cand By « Biber Crake Lining to Save Four Lift 
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with the Port of Vancouver, is sched- 
uled for July 1. 

Plant features five storage tanks 
ranging in capacity from 40,000 to 
100,000 bbls. There will be two tanks 
for regular and one apiece for pre- 
mium, diesel, and stove oil. 

Also under construction are four 
truck loading racks capable of load- 
ing up to 2,000 gal. a minute, and 
pipelines linking the terminal to the 
Vancouver dock. 

Golden Eagle had been active in 
marketing until it sold its stations to 
Westway Petroleum Co. last year. 
Westway—a Union Oil subsidiary 
still operates them under the Golden 
Eagle brand name. 


PA bill to prohibit misleading ad- 
vertising in gasoline octane ratings 
has been introduced in the California 
state legislature. 

The bill, introduced by assembly 
chairman Bruce Allen (R) of the in- 
terim committee on the manufactur- 
ing, oil, and mining industries, would 
prohibit the posting of fraudulent 
octane ratings. It would also set up 
standard methods of determining oc- 
tane ratings. 

However, it would not require the 
posting of octane ratings for all gaso- 
line marketed in the state, a provision 
contained in a _ controversial 1959 
proposal. 

The measure (AB 246) resulted 
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from information gathered by Allen’s 
committee at a November hearing on 
petroleum retailing practices. 


>Two bills aimed at curbing gasoline 
retailers and distributors have been 
introduced in the Washington state 
legislature. 

One, a proposal by Democratic 
Representative P. J. Gallagher of 
Tacoma, would make the state a one- 
trading area. In effect, it would stabi- 
lize gas prices. If passed, it would be 
illegal for distributors to sell gasoline 
and other products to retailers at 
varying prices. 

The bill has backing from the 
Washington Gasoline Dealers Associa- 
tion. 

Another proposal would prohibit 
retailers from emphasizing (on gaso- 
line price signs) the amount of taxes 
included in purchases unless equal 
space is given to a detailed breakdown 
of the tax distribution. The breakdown 
would have to show tax division be- 
tween state and federal governments, 
and percentages used for state high- 
ways, county roads, and city streets. 


While oil, gas, and electricity bat- 
tle each other for the home heating 
load in the Pacific Northwest, a rec- 
ent survey of the Seattle area shows 
oil heat way out in front. But it 
shows that natural gas and electric 
heat have grabbed bigger shares of 
the market than they once had. 
Oil heat leads, being used in 220,- 
167 homes, with gas next (26,562 
homes) and electricity third (16,169). 
Coal and wood account for 9,311 


A lovely miser... because the money 
made and saved is yours! Autoquip’s 
popular new Space-Miser simply gives 
you lots more undercar working area, 
as much as twice that of conventional 
units! Result: easier, faster servicing, 
increased profits. 


homes. 

The survey shows that gas heat’s 
share of the market moved up from 
4.1% in 1956 to 9.7% at the end of 
last year. In the same period, electric 
heat increased from 2.3% of the mar- 
ket to 7%. 

Another interesting fact comes out 
of the survey. Washington Natural 
Gas claims it has 42,000 home-heat 
accounts. According to survey fig- 
ures, 63% of that load is in the 
Seattle area. 


COMPARE! Save money — low initial cost, minimal maintenance: 
most efficient auto lift made! 


COMPARE! Versatility — handles any foreign or domestic car, 
whatever the year of manufacture. 


COMPARE! 10 year warranty — and proved first for safety and 
reliability, too! >Freedom of choice of supply given 
to homeowners using oil heat is the 
theme of a major ad campaign by 30 
oil dealers in the Spokane area. Job- 
bers report good public reaction to 
the series, which was kicked off in 
newspapers and now has spread to 
spot announcements on television. 
Unnamed objects of the attack, of 
e course, are competitive fuels, natural 
CORPORATION gas and electric heat, both of which 
are supplied by the same utility in 
the Spokane market. 


Space-Miser (in 
black) compared black) compared 
J : with typical lift with typical lift 

Write today for complete information. Brand A Brand B 


Space-Miser (in 
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>Clipper Oil Co. has increased the 
number of its service stations to 25 
with the purchase of Coral Reef Oil 
Co., of Tacoma. 

By acquiring Coral Reef, Clipper 
gains seven stations with a combined 
annual gallonage of over 2-million, 
and two tank trucks. The purchase 
also marks the return of Clipper to 
Tacoma after a few years’ absence. 


PYellow Cab Co. has decided to 
abandon its diesel-taxicab experiment 
in San Francisco. Yellow Cab Presi- 
dent W. L. Rothschild, who imported 
100 Mercedes 190-D’s from Germany 
in 1959 for experimental use, termed 
the project a failure. 

Although the diesels provided ex: 
pected operating cost advantages (1¢ 
a mile cheaper than conventional ve- 
hicles after the first 77,000 miles) they 
proved to be underpowered for hills 
and too small for passenger comfort. 

Those still in the fleet have been 
shipped to Los Angeles where they 
will be gradually replaced by conven: 
tional taxis. 

Says Rothschild: “As far as I can 
tell, there is no satisfactory diesel 
taxicab on the horizon.” 


>There’s a story behind the story in 
Southern Pacific R. R.’s fuel-purchase 
switch from privately negotiated pur- 
chases to open-market bidding. In- 
volved are contracts for about 38- 
million gal. of diesel fuel a year. 

The big reason is that Southern 
Pacific doesn’t want to get fouled up 
with the Clayton Act. Last year, the 
road elected to its board a man who 
is also on the board of the oil com- 
pany handling most of its fuel re- 
quirements. To steer clear of Clayton 
Act involvement and avoid any im- 
plications in the interlocking direc- 
torate, Southern Pacific thought the 
wisest course to follow was the open- 
market procedure. 


»Heating-oil jobbers in the Puget 
Sound area of Washington expect to 
lose some accounts as Washington 
Natural Gas Co. seeks 1,000 conver- 
sions this year on a low-cost gas- 
burner rental plan. 

The gas company covers the area 
from Centralia to Everett and in- 
cludes such good oil-heat markets as 
Olympia, Tacoma and Seattle. It is 
offering to convert any furnace or 
boiler to gas for $1.95 monthly rental, 
plus fuel costs. Rental payments cover 
installation costs and free mainten- 
ance, repairs, or replacements. The 
gas utility insists that heating plants 
must pass its inspection before con- 
version. 


To get the deal, homeowners must 
sign a one-year rental contract. At 
the end of the year, they may renew 
the rental plan, purchase the burner 
at original cost less $20 annual de- 
preciation, or discontinue the plan. 
If that happens, the gas company 
will pull out the conversion job. 

Oil jobbers put a lot of significance 
into the gas utility’s rental plan. They 
say it’s the first real effort by a gas 
company to grab the area’s conversion 
market. Up to now, gas has aimed 
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primarily at new homes. The Washing- 
ton utility says it’s getting more than 
90% of the heating load in new-tract 
developments. 

Oil men add that it’s the local 
utility’s first attempt at a form of 
subsidization. They look at it as an 
answer to the oil-heat subsidy plan, 
now in its second year (NPN—Apr 
‘60 p138), and as an answer to the 
electric-heat subsidy plan thar allots 
$25 advertising subsidy to builders 
if they install electric heat. 





“~ WALKER J 


e exhaust systems 


e oil, air and gasoline filters 


¢ automotive 
lifting equipment 


1,1 


‘I 


\ 


WALKER is an acknowledged leader in the 


automotive field .. . 


with products, research, pro- 


duction facilities, sales flexibility and marketing 


assistance especially suited to TBA needs. 


Your inquiry is invited. 


WALKER MANUFACTURING COMPANY - RACINE, WISCONSIN 


Commercial Sales Division 
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Farm volume’s growing, 
butnew selling methods 
are needed. Here's why 


STATISTICS may show a drop in 
-farm population, but the farm market 
for oil products has shown steady 
growth and will continue to grow. 
That’s how Bernard O. Bornhauser, 
assistant manager-training, American 
Oil Co., feels about the farm prob- 
lem. He tags the “disappearing farm 
market” talk as hogwash. 

To Bornhauser, spelling out the 
growth prospects of the farm market 
gives the correct picture to prospec- 
tive salesmen and tank-wagon agents. 
“Otherwise,” he told Iowa jobbers 
recently,” these prospects may not 
muster much enthusiasm for trying to 
do a good merchandising job in this 


market. Many of them undoubtedly 
feel it would be about as sensible to 
put in for an apprenticeship in mak- 
ing buggy whips or coach lanterns.” 

Bornhauser contends that much — 
too much, perhaps—has been said 
about the growth of interurbia “in 
terms that make you think the last 
farm will soon be swallowed by a 
growing city or a new expressway.” 
The same goes for talk about farm 
problems and farm finances “that 
creates the distinct impression the 
farm is becoming as extinct as hula 
hoops,” and about pellets and pills 
taken as food “to dispense with agri- 
culture completely.” 

Bornhauser admits there are farm 
problems. But he argues they do not 
make the farm situation unique. “It 
only makes farming typical of other 
industries, who also have problems,” 
he says. 

“The important thing about the 
farm market,” he says, “is that at 
present it is good, solid, and profitable, 





Multipurpose 


IN BUILDING its new heme of- 
fice, Como Oil Co. of Duluth took 
an old two-story building, extended 
it forward, added a modern glass 
and tile facade, and erected a two- 
bay service station on land adjoin- 
ing. 

The result is a building that is 
92 ft. deep and 88 ft. wide. It 
gives Como Oil enough interior 
space to set up individual offices 
for all salesmen, an area to dis- 
play oil-heat equipment, a garage 
(on the second floor) for its truck- 
maintenance work, room for its 
burner-service department, another 
area for burner-parts stockroom, a 
heating-oil dispatcher’s office, serv- 
ice station, and roof parking over 
the lube bays. In addition, there 





Headquarters 


is a conference room and a lunch- 
room for employes. 

The red-brick part of the old 
building and the red brick used in 
new construction are painted white 
to present a clean-looking exterior. 

All sections of the new home 
will be air-conditioned. 

The service station will be a 
salary operation—for a good rea- 
son. Less than 300 ft. away, on 
another street, is one of Como 
Oil’s few salary stations. It has 
been built up to a good gallonage. 
Rather. than compete with itself, 
Como Oil decided to run it as a 
single unit. 

(For more on Como Oil’s com- 
bination headquarters-service sta- 
tion, see page 112.) 








and that its future is immensely prom- 
ising.” As evidence, he cites the fol- 
lowing data: 

e Capital invested in farms has 
risen from $2,500 per farm in the 
1920’s to about $40,000 (land ex- 
cluded) currently. 

e The farmer today is largely debt- 
free; 20 years ago he was drowning 
in debt. 

e Farm productivity for 20 years 
has increased at a 7% annual rate, 
more than twice as fast as manufac- 
turing industries. 

e Farms have 4.7-million tractors 
now; they had 1 million in 1940. 

e Farm trucks now total 3 mil- 
lion; it was 1 million in 1940. 

e Farms own or use 1-million com- 
bines today; they had 190,000 units 
in 1940. 

e The average farmer today spends 
9 times as much for fertilizer as 
he did in 1940. 

e He uses 6 times as many oil 
products today as he did in 1940. 

e In Iowa alone, the number of 
farms of 1,000 acres or more rose 
from 219 in 1945 to 271 in 1954. 

Not only is the farm market for oil 
products growing, but it calls for a 
different sales approach than was used 
20-30 years ago. It’s a market that 
has to be sold intelligently, Bornhau- 
ser maintains. That brings up the im- 
portance of proper and thorough sales 
training for its merchandisers. 

The more intelligent approach is 
needed, Bornhauser feels, because the 
farmer has outgrown the havseed-type 
image. “Thirty years ago, the farmer 
was at least a generation behind his 
city cousin. Today, you can’t tell them 
apart. And the farmer is at least a 
generation ahead of his city counter- 
part in science and technology. The 
farmer is a sharp, knowing, compe- 
tent operator, at least as familiar with 
methods of cost control and profita- 
bility increases as any other business- 
man. He can’t be conned into any- 
thing; he can’t be high-pressured,” 
says Bornhauser. 


Texaco Inc. has to stand trial in a 
Wisconsin state circuit court on price- 
discrimination charges. 

Milwaukee circuit judge Ronald A. 
Drechsler ruled that the court did 
have jurisdiction on the case although 
Texaco claimed the case should come 
under federal jurisdiction because Tex- 
aco is involved in interstate commerce. 

The suit alleges that Texaco cut 
wholesale prices on Milwaukee’s south 
side to meet price cutting by some 
independents in the area. (NPN—Apr 
60 p125). It charges that the alleged 
price cutting discriminated against 
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other Texaco dealers in violation of 
state regulations on price discrimina- 
tion. 

In his ruling, Judge Drechsler said 
that while Texaco was in interstate 
commerce, “its business in this state 
is not wholly and completely within 
the field of interstate commerce as to 
be out of reach of the police power 
of the state.” 


>Socony Mobil has purchased 25 
service stations in the Dayton, Ohio, 
area at a price described as “well over 
a million dollars.” 

The stations were owned by Wag- 
ner & Wagner Oils Inc., distributor 
of Mobil Oil products. 


Kentucky 


Jobbers foresee tough 
business year ahead 


BUSINESS is pretty good for Ken- 
tucky jobbers, they reported informal- 
ly at their annual meeting in Louis- 
ville; but they’re girding for a tough 
year—in business and in legislation. 

There’s much indignation over the 
spread of co-ops in Kentucky because 
they’re using their tax-free advantages 
to get business, the jobbers complain. 
Consequently, the jobbers came out 
strongly for Federal “equality of tax- 
ation” laws which would remove the 
co-ops’ advantage. 

They also supported a move to try 
to persuade suppliers to include con- 
tract stipulations that won’t be subject 
to market fluctuations over which job- 
bers have no control. 

It was a big and enthusiastic turn- 
out at the 35th annual convention of 
the Kentucky Petroleum Marketers 
Assn., which includes major company 
marketers, commission agents, and 
marketing-equipment men as well as 
jobbers. Herb Clay, Kentucky’s ven- 
erable and durable executive secretary, 
said attendance at the jobbers’ own 
private meeting (about 50) was greater 
than total registration a few years 
back. About 300 signed up this year. 

In a way the big news was Bill 
Mantel. After 34 years as a Shell 
employe, most recently district man- 
ager at Cape Girardeau, he became a 
Shell jobber at Mayfield, Ky. “I like 
it fine,” says Mantle. “And my wife 
says I’m not tense any more and I 
sleep better.” 

The formal program wound up with 
a lively panel discussion featuring 
Purd Thomas, Shell vice president in 
charge of Midwest marketing, and 


Grant Young, Ohio Oil’s marketing 
vice president. In an _ unrehearsed, 
free-moving session on “Factors Af- 
fecting Jobber-Supplier Relations”, 
they touched on commercial accounts 
(“Eventually this will work itself out,” 
said Thomas), service-station over- 
building (“Sure, a lot of stations have 


Associations 


Thomas presented records and sta- 
tistics to combat claims that deple- 
tion-allowance benefits are used to 
subsidize marketing. Warning against 
tampering with depletion allowance, 
Thomas quoted Chase-Manhattan 
Bank that gasoline would cost 5¢ 
more per gal. if depletion allowance 


was eliminated. 

Also on the panel were Mel 
Browning, Shell jobber, Bowling 
Green, and Jack Bailey, Kentucky 


been built,” said Young, “but look 
how many marginal stations are being 
eliminated. This situation is getting 
better.”’). 


. 2 


's 


FOR FASTER, 
EASIER SERVICE WITH 


MORE PROFIT! 
dia 


clean-up before tune-up! 


Dirt and grime literally float away 
from automobile engines with a 
Graco Hydra-Clean washer. Sim- 
plifies maintenance... ends 
working with slippery, grimy parts 

. makes the completed job look 
as good as it works! 

Improve service and build new 
business fast with Graco Hydra- 
Clean. No special wiring or bulky 
equipment needed .. . fits on your 
own containers. And it’s great for 
other cleaning jobs around the 
station, too! 


ENGINEERS AND MANUFACTURERS 


The Graco 500" Hydra-Spray 


GRAY COMPANY, INC. 
365 Graco Square 
Minneapolis 13, Minnesota 


Raa: 


SR 
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Standard jobber, Paducah. Browning 
voiced concern over the dealer prob- 
lem Bailey said communications were 
weakened when suppliers used young, 
inexperienced men to call on jobbers 
and urged them to assign seasoned 
men to that task. Moderator was 
Frank Breese, NPN editor, New 
York. 

Otis Ellis, NOJC general counsel, 
said little business (jobbers) and big 
business (majors) must work together 
in the coming years because both face 
the pressures of big government and 
big labor. Consequently, jobbers must 
be ready to go to Washington to de- 
fend their interests. 


This new Tokheim Model 86-D 
Electric Power Pump is designed, 
built and priced to your consumer 
needs. Self-priming rotary vane- 
type pumping unit is powered by a 
4 h. p. capacitor motor which starts 
easily on low voltage. Direct drive 
integral design of pump and motor 
increases efficiency. No mechanical 
seals, belts or packing. Pump deli- 
vers 14 gallons per minute. Includes 


General Products Division 


TOKHEIM CORPORATION 
FORT WAYNE, INDIANA 


1650 WABASH AVENUE 


NOW-a better pump 


_ for your consumer trade 


Northwest 


Optimism is keynote 
at jobber convention 


OIL JOBBERS from Minnesota and 
North Dakota seemed in a pretty 
good mood as they turned out for 
Northwest Petroleum Assn.’s annual 
convention in Minneapolis. 

Gasoline gallonage in both states 
rose about 4.5% last year and shows 
signs of going up again this year; price 
wars seem under control as suppliers 
keep product more in line with de- 
mand; heating oil sales were picking 


Tokheim Model 86-D 
Electric Power Pump Deluxe 


removable strainer screen, check, 
by-pass and relief valves. No foot 
valve is necessary. Tokheim de- 
signed meter with easy-to-read 
counter and totalizer. Handsome, 
low contour styling, rugged baked 
enamel finish. One-year guarantee. 
Model 86-D, we believe, is ahead of 
anything in the field. See it! Compare 
it! We think you will agree. Write 
for new catalog. 
Symbol of Excellence 


OKHEIM 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 


GASOLINE PUMPS 
AND ACCESSORIES 


Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 
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up after mild weather in November 
and part of December; and jobbers 
were getting more interested in oil- 
burner service and oil-heat promotion 
(see 179 on how NPN plans to stir 
up more interest in promotion). 

About the only item causing NPA 
jobbers any unhappiness was “com- 
mercial-account raiding” by suppliers. 
More and more, jobbers say, suppliers 
seem to be going after small-delivery 
commercial accounts, those in the 300- 
500-gal. delivery group. No one sup- 
plier was picked out as the worst of- 
fender. ‘They all have their hands in 
the pie,” a jobber said. Majors, jobbers 
add, are snagging such accounts by 
offering product at one-half to one 
cent a gal. less than what the jobber 
pays. 

NPA admits there’s no easy solution 
to the matter. But it plans to mention 
commercial-account raiders by name 
in its monthly bulletin. “If they want 
to act that way, let them stand up and 
be counted,” says an NPA official. 

While NPA jobbers say business has 
been good and they expect it to con- 
tinue that way, reports from the legis- 
lative committee and State Sen. D. O. 
Wright indicated that Minnesota job- 
bers, at least, can expect an increase 
in the cost of doing business this year. 
The signs point to: 

e A 1¢-gal. hike in the state tax on 
motor fuel. Jobbers plan to protest the 
idea in committee hearings. 

e A pay-as-you-go withholding plan 
on state income taxes. If it’s put into 
effect, jobbers will be paying two 
years’ income taxes this year, paying 
on last year’s income and paying on 
this year’s estimated income. 

e An increase in state unemp!oy- 
ment-insurance payments. 

e An increase in workingmen’s- 
compensation payments. 

e An excise tax on cars, trucks, 
telephone, and other utility services. 

In a nontax matter, the state plans 
to require the posting of minimum 
octane numbers on gasoline pumps. 
The minimum of regular will be 86 
octane, with 96 the minimum for 
premium. Aim of the law is to curb 
misleading advertising. NPA has no 
quarrel with the law or its purpose; 
it just wants the language of the law 
set up so that blending pumps, if and 
when they become a factor in the 
state, will not conflict with the post- 
ing law. 

From Myles Hall, Phillips jobber 
in Duluth, NPA members learned that 
their suppliers consider them a vital 
cog in the distribution and sales pic- 
ture. Hall said his mail survey of 10 
jobber-minded Midwest suppliers in- 
dicated that jobbers handle: 


NATIONAL PETROLEUM NEWS *¢ March, 1961 





e From 21.4% to 83.6% of sup- 
plier gasoline sales, with the average 
at 46%. Jobber sales of gasoline have 
increased 12.4% in the last five years. 

e From 40 % to 82% of supplier 
fuel-oil sales, with the average at 
65.2%. Sales have gone up 16.7% in 
the past five years. 

Hall added all companies surveyed 
expect jobber volume to increase. To 
one of the 10, the jobber way of 
distribution was the “most economical 
way” for it to market. Others, asked 
the same question, said economics de- 
pended on the market area and other 
circumstances. 

Hall agreed with the suppliers’ view 
that jobber volume can only go up. 
But Hall added they can boost vol- 
ume if jobbers work at it. To Hall, 
this means upgrading and improving 
present stations. 

“To expect more patronage,” he 
said, “your stations must have the 
most modern facilities, must be op- 
erated in the most efficient manner by 
highly qualified dealers, and must be 
backed up by intelligent sales promo- 
tion.” 


Hall advised NPA jobbers not to 
overlook jobber operations in met- 
ropolitan areas. Citing examples of 
jobber operations in Chicago, St. 
Louis, Des Moines, Minneapolis, and 
St. Paul, Hall says, “If some jobber 
marketing can be successful in large 
metropolitan areas, it should indicate 
there is opportunity for more.” If a 
jobber can create conditions favora- 
ble for jobber distribution in any 
area, majors will prefer and encour- 
age such distribution, he feels. 


Boston 


Oil-heat men to spend 
$257,000 on ads in ‘61 


BOSTON heating-oil jobbers and re- 
sellers, supported by matching funds 
from National Fuel Oil Council, will 
spend $257,000 in oil-heat promotion 
in all media in 1961. Details of this 
year’s Campaign were outlined at the 
annual dinner-meeting of Boston’s 





HOT WATER oo 


INSTANTLY with 


ASCOT 


WALL-MOUNTED, TANKLESS 
GAS HEATER 


e Cuts operating costs 


° Builds 


AGA 
APPROVED 


| ra 
LOW _INSTAL- 
LATION COST 
—One man can 
do it. 

The ASCOT gives a constant flow 


extra business 


XX 
SAFE — WAILL- 
MOUNTED — 
Fits anywhere, 
no platform 





BUILDS CUS- 
TOMER GOOD- 
wilt. 


of hot water instantly — as you 
need it, no wasteful tank storage. 
Saves floor space, can be wall 
mounted anywhere without rein- 
forcements or special platforms. 
You Save $75 to $100 on every job. 
You save again — every day in 
heating efficiency, low operating 
cost and long, long heater life. 


VWASCOT 


GAS WATER HEATERS, INC. 


222 W. Pittsburgh Ave., Milwaukee 4, Wis. 
SOUTHERN STATES: Southern Heater Co., 844 Baronne St., New Orleans 
PACIFIC COAST: Equipco Sales, Inc., 1238 N. W. Glisan St., Portland 


A Radiation Company with offices in London, Sydney, Montreal and Milwaukee 


SPEEDS WASH- 
ING — cuts de- 
tergent costs. 





FREE 
BROCHURE | 
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Better Home Heat Council last month. 
Not only is more money being spent 
in Boston this year—$26,000 more 
than last year—but more jobbers and 
resellers are contributing. The local 
kitty will be raised among 456 jobbers, 
a gain of 71 from last year. In Boston’s 
first year of oil-heat promotion in 
1955, 174 jobbers participated. 

The bulk of the Boston fund, $115,- 
000, will be spent for spot announce- 
ments on television, replacing spon- 
sorship of a half-hour show. About 
$77,000 will be spent on radio: $32,- 
000 to broadcast local professional 
basketball and hockey games, and 
$45,000 for spot announcements. 

The council plans to earmark at 
least $36,000 for newspaper ads. 
Another $10,000 will go into 102 out- 
door billboards. 

The advertising pitch is: 

e Oil heat is safe. “If you love 
them, protect them—with oil heat.” 

@ Oil heat saves money. “Save more 
than $2,000 over the life of your 
mortgage.” 

e Oil heat is preferred. It’s 9-1 in 
New England homes. 





...are PREMIUM QUALITY 


Custom-Built! 


Made up to a stand- 
ard . . . not down to 
a price . . . you just 
can’t buy better CORD- 
UROY.. 


age, safety, and per- 


. more mile- 





formance. Double life- 


time guarantee. 


pom More) ie)0)- leks 
RUBBER 
COMPANY 


GRAND RAPIOS, 


MICHIGAN 





... because you get ACTION when you put 
the Conoco brand on your stations! 


But Conoco does more than offer big brand ap- 
peal and big product quality. Conoco believes in 
dealer help, too For example, Conoco has impor- 
tant information gained from valuable experi- 
ence that can go a long way toward improving 
service station management. 

The information covers such areas as: dealer 
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incentives, record keeping, promotions, drive- 
way tips, local retail advertising, how to get the 
most from your men and how to plan for the 
future. This help is available to you, too. Simply 
write the subjects that interest you on a post 
card and mail to the Conoco Division Manager 
nearest you. 
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Contact the nearest 


CONOCO 


Division Manager 
today 


R. W. Abrahamson 
912 Baker Building 
Minneapolis 2, Minn. 


G. W. Brown 

244 Rowan Bldg. 

6000 Camp Bowie Bivd. 
Fort Worth 16, Texas 


R. E. Caruthers 

Fidelity National Building 
200 North Harvey 

Oklahoma City 12, Oklahoma 


Dale Chapman 
1755 Glenarm PI. 
Denver, Colorado 


Dean L. McGregor 
800 Commerce Building 
New Orleans 12, Louisiana 


John McCulley 
1300 Main Street, P. O. Box 2197 
Houston, Texas 


C. O. MacLeod 
757 West Second South 
P. O. Box 2250 
Salt Lake City 10, Utah 


Hugh McBirney 
400 West Madison St. 
Chicago 6, Illinois 


J. L. McCulley 
1242 North 28th 
Billings, Montana 


K. R. White 
836 Stuart Building, P. O. Box 393 
Lincoln 1, Nebraska 


J. G. Willis 
6183 The Paseo 
Kansas City 10, Missouri 


©1960, Continental Oil Company 











What They’re Saying 


About new philosophies in petroleum marketing 
... oil company diversification . . . shifts from 
gas to oil in the heating-oil market 


6¢ By failing to 

take advantage of 

the improvements 

in the distribution 

system, a lot of 

major-brand sup- 

pliers and jobbers 

allowed the pri- 

vate brands to 

seize a growing 

part of the gaso- 

line market. This 

continues to be 

true in many areas in this country to- 
day. . . . These are times that call 
for innovation and ingenuity, and even 
for entirely new philosophies in pe- 
troleum marketing. Many of us are 
holding up to the light ways and 
means of doing business that we have 
cherished for a generation or more— 
and we are seeing how threadbare 
some of them have become.” George 
D. McDaniel, assistant to the direc- 
tor for dealer-distributor relations, 
Mobil Oil Co. 


¢¢ I cannot stress too strongly my 
belief that throughout the oil-heat in- 
dustry top priority must be given to 
getting the one-roof organization into 
actual operation so that we will all 
be working together to do the most 
effective job possible in strengthening 
our business.” Willard W. Wright, sen- 
ior vice president, Sun Oil Co. 


<9 People buy 

gasoline because, 

if they don’t, the 

nice, pretty car 

they are so proud 

of won’t run. Ina 

similar vein, they 

go to the dentist 

because, if they 

don’t, their teeth 

might hurt. This 

suggests that the 

road we must fol- 

low to be successful is to make this 
necessary buying experience (not over- 
ly pleasant; I’m not sure we can ever 
do that), but less unpleasant.” Harry 
A. Bade Jr., general manager, 
West Coast Division, Mobil Oil Co. 
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¢¢ The LP-gas industry is no longer 
dependent on new customers for 
growth. Now it’s a matter of adding 
appliances to the homes of present 
customers.” Mark Anton, president, 
Suburban Propane Gas Corp., Whip- 
pany, N. J. 


6¢ Does the welfare of the independ- 
ent jobber depend on what he says 
and what he expects from a supplier, 
or what a supplier expects from a 
jobber? No, it depends on the eco- 
nomics of the marketing function the 
jobber is performing.” Myles Hall, 
president, Como Oil Co., Duluth, 
Minn. 


6¢ Oil companies 
can’t just keep 
raiding competi- 
tor’s markets even 
though this is 
good clean fun 
and we'll do all 
of it we can.... 
We're going to 
{have to] make 
new things for 
which there will 
be a market. Why 
are chemical com- 
panies considered growth industries? 
They have no natural source of 
supply generally—such as coal, cotton, 
oil, and so forth. They are growth 
companies because you [investors] 
have faith in the new things they will 
bring out. And that’s what oil firms 
are going to have to do. And that’s 
what Shell Oil will do.” Monroe E. 
Spaght, president, Shell Oil Co. 


Spaght 


«¢ There is growing evidence of a 
shift in popularity from gas to oil 
among builders and a_ potentially 
growing demand by consumers to 
have oil installed in their homes. De- 
spite this evidence, our industry is 
taking little notice of this trend. The 
limited amount of current advertising 
prohibits any real effort to turn this 
trend into a landslide.” Ed Canning, 
president, Toronto Chapter, Oil Heat- 
ing Assn. of Canada. 
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of EXOTIC LIQUIDS with 


The Bronoco Solvent & Chemical 
Company, Division of R. J. Brown 
Co., serves industry in the Cleve- 
land and Northeast Ohio area. 
The firm handles a complete line 
of petroleum solvents including 
alphatic petroleum naphthas, 
aromatic solvents, chlorinated sol- 
vents, glycols, glycol ether sol- 
vents, alcohol, ketones and esters. 

To speed delivery of these li- 


MARLOW PUMPS 


DIVISION OF BELL & GOSSETT COMPANY 


quids to industry, Bronoco 
installed 24 Marlow, 32 HELP-9, 
Self-Priming Pumps on their 
loading racks. The pumps are 
used for barrel loading as well as 
for filling tank trucks for bulk de- 
livery. During their 2% years of 
constant service, the pumps have 
never skipped a beat. Clayton 
Knable, Plant Superintendent, 
says, “We’ll replace existing 


Write today for Bulletin PM-06 and the name 


of your nearest Marlow dealer. 


rere TIME! 


loading time 


equipment with Marlows every 
time. They have given us no serv- 
ice problems since they have been 
installed.” 

If you have a petroleum han- 
dling problem, look to Marlow for 
your solution. Marlow builds the 
most complete line of petroleum 
pumps available anywhere for 
bulk plants, tank trucks and 
transports. 


Marlow Pumps 

are available in 
Canada through 
Pumps & Softeners 
Limited. 


MIDLAND PARK, NEW JERSEY — Morton Grove, Iflinois + Longview, Texas 
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Can Save You Money! 


The New Buckeye Spy — one leak detector valve serves all dispensers in remote systems — 
warns of dangerous leakage, avoids costly fuel loss, contamination. 





Buckeye’s new SPY eliminates the need for individual leak 
detecting valves for each dispenser in service station remote 
pumping systems. A single #9539-A Valve can be adjusted 
to detect even the smallest leak anywhere in the system. 





CLOSES AUTOMATICALLY when 
line pressure drops below a pre- 
determined level. 


RESETS AUTOMATICALLY after 


line pressure is restored. 


” Buckeye Leak Detecto MAY BE OPENED MANUALLY with 


Valve #9539-A optional wrench. 
(Patent Pending 


Mounts on the outlet side of the pump for easy access. 
iii iti: Oli aaa Features a pressure sensing boss for taking pressure read- 
leaks anywhere in your system. ings and an adjustable bypass needle valve which can be 

set to indicate even the smallest loss in pressure. Available 
For details. write: with either 2” N.P.T. or 2” union outlet. 


Buckeye. BUCKEYE IRON & BRASS WORKS, P.O. BOX 883 + DAYTON 1, OHIO 
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RADIO WILL GET Purolator’s “Listen to the Man’”’ mes- 
sage to motorists everywhere! A/l Summer Monitor’s 200 
NBC stations . . . Spring and Fall there’s local radio in 70 
major markets—a total of 50,000 radio announcements. 


To help you sell filters, filters and more filters 


Purolator says 


"LISTEN TO THE MAN 


... the biggest promotion in filter history stresses 
the know-how and service your dealers offer 


Purolator brings you into its 1961 advertising 

_ program by featuring your dealers . . . helping 

_them sell more filters, more of all the products 
and services they offer. 

How? Simply by telling motorists to listen to 

the dealer . . . to take his expert advice when 

he suggests an oil and filter change . . . or 


promotion is big —coast-to-coast network radio 
. . . local radio in 70 key markets . . . 600 
reflectorized full-color highway signs. 

So get ready to sell more Purolator filters 
than ever before. Get your dealers to use the 
new ‘‘Listen to the Man”’ point-of-sale displays. 

Remember, Purolator filters are a big profit 


makes any recommendations for better car care. 


To be sure motorists in your area get this 
sound advice —Purolator’s “‘Listen to the Man”’ 


‘ se 
‘ ooo 


OIL, AIR, & 
GASOLINE FILTERS 


“Purolator’’ Reg. U.S. Pat. Off. 


item. Dealers make an average profit of $3 on 
every oil and filter change . . . and every 
Purolator air filter they sell is an extra $4.00 sale. 


GQ SEE THE FABULOUS 1961 
-PuRO 
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LISTEN TO THE MAN..! 


—< 
> 
S 


For longer engine life 


PUROLATOR FILTERS 


600 HIGHWAY SIGNS will blaze out the “Listen to the Man” 


message 24 hours a day, 365 days a year on major highways. 


THERE’S TV, TOO... chances are good the special Purolator 
‘*‘Car Care Series for Women”’ will be seen in your area during 
1961. It reminds the woman motorist that her service station 
man is a car-care expert 


. “The man’”’ to listen to! 





GET YOUR DEALERS to talk up good car care. 
Be sure that every chance they get they tell 


their customers why good filtration prevents 
needless engine wear. 


BONANZA ...TURN TO PAGES 154, 155 
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— Golden Spires glasses will 


The spectacular Golden Spires service station 
promotion will make your station stand out... 
attract new customers...keep them coming 
back. And it will increase gallonage and profits! 


These beautiful, high-quality Golden Spires 
heavy-base tumblers are decorated in 22K gold 
and midnight black, in the four most-wanted 
sizes. They are bound to appeal to all your 
customers every week of the year. 


Give them away on a long-range continuity 


basis—one glass with each minimum purchase 
... keep your offer going as long as you like. 
Your steady customers will want to get com- 
plete sets. And new customers will be drawn 
by the point-of-sale display pieces. A-board 
signs in brilliant color, over-the-island cloth- 
backed banners, newspaper mats, announcement 
sheets and display stand are all available... 
a complete package! 


The Golden Spires promotion is easy to handle. 
No stamps, no confusion. And it’s inexpensive. 





3 color A-board sign, 
28” x 44” 














3 color 


Display Stand Bey/7g7/72 
SET TODAY / 


with MINIMUM PURCHASE 


Over-the-island banners, cloth backed, 
ropes sewn in...3 color 3’ x 5’ 


Users report increased gallonage from 20% to 50%. 


Your cost... about 1¢ a gallon! For complete de- ANCHOR HOCKING GLASS CORPORATION 


tails on this exciting offer, send the coupon today. PREMIUM DEPARTMENT, LANCASTER, OHIO 


Please send me a copy of the free booklet ‘Want 
A N $ H 0) RG LASS New Customers?” including complete details on the 
Anchorglass Golden Spires service station promotion. 


make you money...make you friends 


STATION NAME__ 
ADDRESS____ - 


ANCHOR HOCKING GLASS CORPORATION = ____STATE —_= 
LANCASTER, OHIO ry 


——— ie 
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You don’t have to be a muscle man 
to lift this new, light hose 


B.F.Goodrich improvements in rubber brought extra savings 


ULK used to mean strength in hose. 
B But that’s no longer true with this 
new B.F.Goodrich tank truck hose. It 
makes handling heavy, bulky hose 
unnecessary. Drivers make faster deliv- 
eries, more per day. 

The lightness and flexibility of this 
B.F.Goodrich tank truck hose is made 
possible by high tensile nylon cord 
used for reinforcement. It’s 20% light- 
er than other hose of the same size. 
This B.F.Goodrich hose can take sharp 

*U-turns, or even an O-bend, without 


flattening co cause shutoffs or slow 
deliveries. 

Special rubber compounds make the 
tube of the B.F.Goodrich hose com- 
pletely gasoline-proof, eliminate swell- 
ing or flaking. A wire spiral woven 
into the body of the hose acts as a 
static ground on the couplings. The 
hose can be dragged over concrete and 
gravel, or through gasoline, oil or 
grease without damaging the tough 
cover. 

This new lightweight construction 


makes 3” hose, shown above, easy to 
handle and 4” hose really practical for 
the first time. One man can load it, 
hook it up and reload it on the truck 
without help. By using a large size 
hose, even more deliveries can be made 
each day. 

The improvements in this B.F.Good- 
rich hose, known as Type 82-A, can 
help you get faster deliveries, reduced 
operating costs with your tank trucks. 
Your B.F.Goodrich distributor can give 
you more information. B.F. Goodrich 
Industrial Products Company, Department 
M-988, Akron 18, Ohio. 


B.E Goodrich fank truck hose 
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To Help Your Dealers 
Build Their TBA Sales... 


NEW 


from 


DILL 


Snap-in Valve 
Merchandising 
Package! 


e new snap-in valve dispenser 
puts valves at fingertip reach! 


e new colorful service-bay mobile! 
e all at no increase in price! 


Dill is proud of this industry first. A merchandiser 
which helps sell valves, stores them where they can 
be reached easily and quickly, and acts as an inven- 
tory control through the translucent tubes in the 
dispenser. 


This merchandising package will help your dealers 
sell valves to each of their tire customers. And they 
can make up to 65¢ profit on each valve. Displayed 
in the tire repair area, a valve looks like the vital 
automobile part it really is. Customers will be willing 
to pay a good price for it. 


With the growing pinch on profits in service stations, 
this merchandising package is a real help for them 
to increase their gross sales and more important . . . 
their net profits! 


5-color 17"’ x 14” mobile 
in each package! 


Manufacturing Company 


700 E. 82nd Street Cleveland 3, Ohio 


Re-lire... 





They are in 
They are installed 
March, 1961 








NATIONAL PETROLEUM NEWS °* 











Minimum dimension, high volume Space Saver units 
are designed for refuelers and hydrant carts, and for 


fuel farm and bulk plant installations. 
For further information, write Aviation Products 


in fueling facilities serving most of the world’s major 
Division, Warner Lewis Company. 


world-wide service with the U. S. Air Force and other 
airports. 


branches of the military services. 


STANDARDS THROUGH 











DIVISION OF FRAM® CORPORATION 


itm WARNER LEWIS COMPANY 





PERFORMANCE 


BOX 3096 © TULSA, OKLAHOMA 
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The proven superiority of Warner Lewis two-stage de- 
sign is enhanced by the close correlation of over-all 
The result: Unitized Design to achieve the highest per- 
formance standards — which are maintained only by 
the use of Warner Lewis factory engineered replace- 


vessel design with details of element construction. 
ment cartridges. 
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The “CHAMPION Spark Plug Company offers 


wholesale salesmen the greatest contest ever! 
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WIN YOUR OWN AIRLINER 
AND CREW FOR 2 WEEKS— 


er 
PHO 7 LiL = 
aS a a 


This is yours for 2 weeks: Private, luxurious airliner and crew, ready to fly you anywhere in North America! 





Plan your own trip . . . anywhere in North America! You are in 
command. Take along your family and friends . . . up to 12 
people in all! Spend the $5,000 as you please! All plane expenses 
are paid—and all tax is paid on the total first prize! 


Dream about it for a minute! Where would you go? 


TURN PAGE FOR DETAILS ON THE GREATEST CONTEST IN AUTOMOTIVE PARTS HISTORY... > 
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CHAMPION OFFERS YOU 1160 OPPORTUNITIES TO WIN VALUABLE 


Here are the prizes you can win—and 








This is 

the fabulous 
Grand Prize— 
your own airliner 
and crew for 


Here’s a flight map— 
Let your imagination 
roam! See the places 
you’ve always wanted 
to see. Go anywhere in 
the continental United 
States, Canada or 
Mexico. You name it! 


2 weeks—plus 
$5,000 spending 
money ! 


Fly from place to place whenever you like—any- 
where in North America! Take along your family 
and friends—up to 12 people in all. Plane and crew 
expenses are paid. Tax is paid on all the first prize— 
including the $5,000! 


Kk 


soi sid 


THESE ARE THE OTHER WONDERFUL PRIZES— 
1159 ADDED CHANCES FOR YOU TO BE A WINNER! 





COMET 2-DOOR SEDAN 


Equipped with heater, 
whitewall tires. 


FALCON TUDOR SEDAN 


Equipped with heater, 
whitewall tires. 


LARK 2-DOOR SEDAN 


Equipped with heater, 
whitewall tires. 


RAMBLER AMERICAN 
2-DOOR SEDAN 
Equipped with heater, 
whitewall tires. 


2 LONESTAR 15-FT. 
RUNABOUTS 

With trailer, up-to-40 HP 
outboard motor. 





12 STROMBERG- 
CARLSON CONSOLES 
Stereo hi-fi phono, 
AM-FM radio. 





35 BELL & HOWELL 
MOVIE CAMERAS 
8 mm., automatic 

electric eye. 





156 EVANS BICYCLES 
Interceptor 300 model. 
Boy's or girl’s styles. 





250 COLEMAN 
CAMP STOVES 


Lightweight, clean-burning, 
durable. 





700 COLEMAN 
PICNIC COOLERS 
Well-insulated, 
lightweight. 


HERE’S EVERYTHING CHAMPION IS DOING 
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PRIZES—AND UNLIMITED OPPORTUNITY TO EARN EXTRA PROFITS: 


what you do to win both prizes and profits 


HERE’S HOW MOTORISTS—AND YOUR DEALERS— 
WIN THESE SAME VALUABLE PRIZES: 


Champion’s big contest is actually three sepa- 
rate contests! One for motorists, one for dealers 
—and one for you! Here’s how it works. 

A motorist gets his spark plugs checked, and 
has an entry blank signed to certify the check 
by his dealer. Then he completes a simple, 25- 
words-or-less statement on the entry and mails it 
in. That’s all he does. If hewinsa prize, the person 


who certified his entry wins an identical prize— 
right down the line from top to bottom. (Deal- 
ers can win more than one prize.) Although a 
motorist doesn’t have to buy anything to enter, 
experience has always proved that checking 
leads to increased sales of spark plugs—and 
many other parts. And that means more sales 
for you. 


AND THIS IS HOW YOU ENTER... AND GET UNLIMITED 
CHANCES TO WIN PRIZES AND MAKE EXTRA SALES 


If one of your 
dealers wins a 
prize — you can 
win it, too! And 
that includes the 
Grand Prize— 
your own airliner 
and crew for 2 
weeks, plus $5,000 spending money—all tax-paid! 
And there’s no limit to how many of the 1160 
prizes you can win! Cars. . . boats and motors 
... movie cameras .. . hi-fi consoles! 

To win the same prize that a motorist and 
dealer win, you must have “‘qualified”’ with that 
dealer. You qualify with a dealer by selling him 
either a Champion Plug-Scope or nine boxes of 
Champion Spark Plugs (any types, on one 
order), between March 1, 1961, and May 31, 
1961. Every additional dealer you qualify with 
multiplies your opportunities to win! For ex- 
ample, if you qualify with 20 dealers who each 
have 100 motorists entered, you have 2000 
chances at each prize! (And you can improve 
your chances of qualifying with a winner—by 
reminding dealers to use the helpful hints on 
Pages 10 and 11 of their plans book to assist 


their motorists in writing the 25-words-or-less 
statement. ) 


SPECIAL “EARLY BIRD” PRIZE 


The first salesman to qualify with each win- 
ning dealer wins a special Early Bird prize— 
a Brownie Star Flash camera with all attach- 
ments. If you are the only salesman qualified 
with a winning dealer, you automatically win 
both the duplicate prize and the Early Bird 
prize. (If more 
than one sales- 
man qualifies 
with a winning 
dealer, a special 
tie-breaking 
contest is held. 
(Details availa- 
ble on request. ) 

Just as there is no limit to the number of 
prizes you can win, there’s no limit to the extra 
business you can write, either! The more spark 
plugs your dealers check, the more added sales 
they—and you—will make. So qualify with all 
your dealers, and urge them to check every pos- 
sible set of spark plugs! 
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TO HELP YOU BY PROMOTING THIS FABULOUS CONTEST .. . => 
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HERE’S WHAT CHAMPION IS DOING TO MAKE 
THIS CONTEST A REAL SUCCESS FOR YOU 


National Advertising Tells Motorists 


About This Exciting Contest! 


= POPU 
MECHANICS 


oe Win your own airliner and crew for 2 weeks 
2, ...plus°5,000.00 spending money! 


*& 


‘Starting April 11, this ad will appear in over 65 
million copies of 17 leading magazines—announcing 
the Champion contest to 9 out of 10 American 
motorists! 
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: Special 4-page Trade Ads Tell Dealers 


About Chances for Prizes and Profits! 


WIN YOUR OWN AIRLINER 
AND CREW FOR 2 WEEKS - 


pus 5000 SPENDING MONEY! > e 


e 


i : 


\ 
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Your customers learn about the 
contest from this big, 4-page spe- 
cial ad in March issues of every 
leading automotive trade publi- 


cation, with a total circulation of 


970,000 copies! They can’t miss it! 
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eh HERE'S WOW TO REALLY 80057 YOUR PROF 
at WITH THES CHAMPION CONTEST 


624 Te 


This Contest Kit Gives Dealer 
Everything He Needs To Take Part! 


This Kit Helps You Sell Dealers—and 
Keep Track of How You’re Doing! 


= CONTEST RECORD SHEET 


WIN YOUR OWN AIRLINER 
AND CREW FOR 2 WEEKS ~PLUS 
_ °5,000 SPENDING MONEY ~ PLUS 
ALL TAX-PAID! 


eeeeececccsoees 














You get a copy of the 12-page 
dealer plans book, a special bro- 
chure that details your oppor- 
tunities, Qualification Cards, and 
a handy Record Sheet to help you 
keep track of qualification sales. 


OF A LIFETIME 
CONTEST | 


2 ae tomate cena ane nnpaeaecpppettgpgt 


He gets an eye-catching window banner .. . colorful 
counter easel . . . entry blanks .. . and a 12-page 
plans books that spells out the whole terrific oppor- 
tunity for profits and prizes! 


CHAMPION 


THAT AIRLINER CAN BE YOURS—SO GET GOING NOW! 
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SCOVILL 


HAS THE 


FUEL OIL COUPLINGS FROM 3%” to 4” 
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520-H and Inter-Fio Permanently Attached. %” to 4 
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Super-Grip Reattachable. 1 


GAS PUMP COUPLINGS FROM %” to 1” 
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Permanently Attached OTvielmCialem.(--1ac-lear-lelis 
Se” to 1 ¥," to 1 


SPRING GUARDS FOR FUEL OIL AND 
GAS PUMP HOSE 


Fuel O:! Couplings with External Spring Guard 
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Reattachable Dubl-Guard Couplings with Internal 
Spring Guard. %4” to 1” 


COMPLETE EQUIPMENT FOR ATTACHING 
BY MACHINE OR HAND IS AVAILABLE. 
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‘All 


permanent or reattachable 


Scovill now makes the industry’s 
most complete line of couplings for 
fuel oil and gas pump hose... in 
both reattachable and permanently 
attached types... in a wide range 
of sizes ... to both commercial and 
military specifications. As always, 
Scovill provides the fastest delivery 
and the best service with warehouses 
across the country and the largest 
sales force in the industry. For com- 
plete details, write: Scovill Manu- 
facturing Company, Industrial Cou- 
plings, Waterbury 20, Connecticut. 


Main offices: 99 Mill Street, Waterbury, Connecticut. 
Cleveland, Ohio: 4635 West 160th Street. San Fran- 
cisco, Calif.: 434 Brannan Street. Jacksonville, Fla.: 
P.O. Box 8366. Houston, Texas: 2323 University 
Boulevard. Toronto, Canada: 334 King Street, East. 


Hose Coupling's by 


SCOVILL 





Save on your Fuel Oil and 
LP-Gas delivery costs with 


‘6! FORD TRUCKS 


NEW 262-CU. IN. "BIG SIX" FOR GREATER 
TWO-TON PERFORMANCE AND ECONOMY 


America’s savingest two-ton petroleum delivery 
trucks now offer a big 262-cu. in. Six with the power 
of big displacement, the gas economy of 6-cylinder 
design, plus the durability of heavy-duty construc- 
tion. This engine features a sturdy stress-relieved 
head and block, strong forged steel crankshaft, 
long-lasting, stellite-faced intake and exhaust valves 
and durable, pyramid-type connecting rods. Ford’s 
proven 292 V-8 and 292 Heavy Duty V-8—the V-8’s 
with “‘six-like’’ economy —are also available for your 
special power requirements. 


And you save with other new durability features 
like the more rugged frame, stronger radiator with 
new lock-seam construction, improved cab and 


chassis electrical wiring, plus longer, easier-riding 
and more durable rear springs. In certified tests by 
leading independent automotive experts the Ford 
F-600’s improved rear brakes showed an increase of 
39% in brake lining life. 


You save more . . . because you can carry more 
every trip! Functional chassis construction pro- 
vides maximum strength with minimum weight for 
top payloads. Ford’s tilt-cab design distributes 
more weight to the set-back front axle to increase 
payloads by as much as 1,000 pounds. And parallel 
ladder-type frame with 34-inch width—standard on 
all Ford models—allows you to install special tank 
bodies easily and at less cost. 
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SAVE UP TO $250 ON 
FRONT TIRES 
In certified tests of 2-ton trucks, Ford 
front tires lasted over twice as long! In 
40,000 miles, this saving can add up to 
$250... more as mileage goes up! Ford’s 
sturdy I-Beam axle and leaf-spring 
suspension also cut maintenance costs. 


SAVE WITH POSITIVE 
CRANKCASE VENTILATION 
Ford’s Positive Crankcase Ventilation 
system cuts engine corrosion and oil 
contamination for greater engine dura- 
bility and extended oil life. It’s stand- 
ard on the new 262-cu. in. “Big Six.” 


SAVE WITH 39% LONGER 

BRAKE LINING LIFE 
The Ford F-600’s improved rear brakes 
have a more positive retracting spring 
that completely disengages linings from 
drums for longer brake lining life. 
In certified tests rear brake linings 
lasted 39% longer. 


SAVE WITH PRINTED 
ELECTRICAL CIRCUITS 
Ford’s long-lived printed wiring circuit 
is standard on all Tilt Cab models. This 
system eliminates the ‘“‘under dash’”’ 
tangle of wires, minimizes shorts and 
provides for easy repair. 


SAVE WITH HEAVY-DUTY 
11%-INCH CLUTCH 

A big HD 11%-inch clutch is now 
available with Ford’s 292 and 292 HD 
V-8’s for increased durability. Its large 
140.8-square inch lining area dissipates 
heat faster for longer clutch life and 
greater dependability. 


SAVE WITH TILT CAB 
ACCESSIBILITY 
Ford C-Series cabs are quick and easy 
to tilt forward to expose the engine for 
inspection and service. With such com- 
plete engine accessibility —maintenance 
cost and downtime can be cut. 


FORD TRUCKS COST LESS 


YOUR FORD DEALER'S “CERTIFIED ECONOMY BOOK" PROVES IT FOR SURE... 
FORD DIVISION. Sra Klor Company, 
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Another Great NEW Whiteway FIRST... 





NEW LOW COST BUSINESS BUILDING 
VERTICAL SURFACE LIGHTING 


Nite ov 


WHITEWAY 


NEW UNIVERSAL MOUNTING BRACKET 
SAVES 1/3 LABOR INSTALLATION COST 


Now, tested and proven at hundreds of locations, the new WHITEWAY HI-LITE is gaining 
popularity daily with petroleum engineering, sales and maintenance departments. Ideal, 
also, for modernizing older stations at great savings. HERE'S WHY: 
@ EASY TO MOUNT @ OPTIONAL FIXTURE CHOICES 
Elimination of spaces created in competitive a. With or without lamps 
couplings by the exclusive WHITEWAY coupler. b. With or without doors 
More closely coordinates building length with c. Available in 4’, 6° or 8 lengths or in mul- 
HI-LITE fixture lengths. tiples thereof. 

d. Color is white unless otherwise specified. 
EASY TO WIRE 
Easily accessible wiring boxes and conduit allow 
simple wire pulling. Remote ballast mounting EASILY CLEANED 
operates on 110 A.C. ns 4 


NO MORE COSTLY CONI T BENDING 


Handy hinged plastic doors allows ready clean- 


EASY TO JOIN TOGETHER ing and re-lamping. 


With exclusive WHITEWAY coupling, HI-LITE MMEDIATE DELIVERY 
fixtures firmly adjoin each other. Only two WHITEWAY'S high production provides same 
thru-bolts necessary. day delivery. 


Hf ita new in outdoor lightiug, it's usually a Whiteway / 


S fal wae va 


a) 
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WRITE WHITEWAY, CINCINNATI, FOR COMPLETE INFORMATION 


WITH DISTRIBUTORS 
IN EVERY MAJOR CITY 


a 
— = — 
—_ 


WHITEWAY MFG. CO. 


54 


REGIONAL OFFICES AREA OFFICES 
CINCINNATI, OHIO, BRAMBLE 1-2760 CHICAGO, ILLINOIS, HARRISON 7-2718 
N. HOLLYWOOD, CALIFORNIA, TRIANGLE 7-4489 DENVER, COLORADO, TABOR 5-7204 
FT. LAUDERDALE, FLORIDA, LUDLOW 1-7086 KANSAS CITY, MISSOURI, JACKSON 3-1544 
ATLANTA, GEORGIA, TRINITY 6-8638 SILVER SPRINGS, MARYLAND, EVERGREEN 4-6859 
MOUNTAIN LAKES, NEW JERSEY, DEERFIELD 4-2566 ROYAL OAK, MICHIGAN, LINCOLN 6-9762 
CHARLOTTE, NORTH CAROLINA, JACKSON 3-7137 TULSA, OKLAHOMA, LUTHER 5-5955 
EDMONDS, WASHINGTON, PROSPECT 8-4883 WASHINGTON, D.C., RANDOLPH 6-0480 
CHESTER, PENNSYLVANIA, HUBBARD 5-6924 
CLEVELAND, OHIO, SUPERIOR 1-5135 


1736 DREMAN AVE. ¢ CINCINNATI 23, OHIO e KIRBY 1-3486 
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COMPLETELY 
NEW 
from 


SAFETY 
SHUT-OFF 
VALVE 


IT’S UNDERWRITER’S APPROVED 


Service station operators having remote 
control dispensers will want the positive 
3-way protection that this Morrison safe- 
ty valve provides. 


t Fire at or near dispensing unit will instantly 
release fusible link and close valve. No dan- 
ger of ‘‘feeding the fire.’’ 


Hy A sharp blow will automatically release hold- 

open mechanism and close valve. Further 
hazards are eliminated, with no dismantling 
required to reset. 


2 In case dispensing unit is knocked over, the 
ror-TassAUlihvmant-Loralial-ieM-jal-t-lae-t-leadlelam aii marl elaela- 
immediately closing valve. No need to worry 


FV olel0) mel molest loi a el-t-e) mila: mal-¥4-1a0 B 
ORDER TODAY: 


FIGURE 336-U Dresser coupling connection available on shear section end 


Approved by 
Underwriter’s 
Laboratory 


8 
MORRISON BROS. co. MJ 
OIL EQUIPMENT HEADQUARTERS DUBUQUE 
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~~ DELCO-REMY 
IGNITION PARTS | 

TO RESTORE 

NEW-CAR 


| PERFORMANCE. 

SPEED SERVIGE, 
INCREASE | 

PROFITS! 
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Here’s opportunity for you! A national trade magazine* 
survey shows that 84% of the cars on the road today 
need some kind of ignition work. Just take a quick look 
under the distributor caps of your customers’ cars, and 
when you spot trouble, suggest a complete tune-up— 
replace worn ignition components with Delco-Remy parts. 


Why Delco-Remy? Because they are the quality ignition 
service parts for all popular American cars and light 
trucks. They’re ready to install, and make ignition sys- 
tems perform like new. And new packages make these 
Delco-Remy parts easier to stock, identify and sell. 


DELCO-REMY DISTRIBUTOR CAPS are 
designed and built of highly dielectric, shock 
and heat resistant materials, and feature voltage- 
saving internal ribs. 


DELCO-REMY CONTACT SETS are factory- 
adjusted and aligned for quick, easy installation. 
Heat-sealed, moisture-proof packages protect 
contact sets against dirt and oxidation. 


DELCO-REMY ROTORS combine maximum 
strength with minimum weight and superior 
balance to assure smooth rotation at slow 
or turnpike speeds. 


DELCO-REMY CONDENSERS assure cor- 
rect electrical capacity and resist voltage break- 
down. Hermetic seal keeps out harmful moisture, 
oil, and vapors. 


Delco-Remy electrical parts are available at car or truck 
dealers, or through the United Motors System. 


*MOTOR—June, 1959 


- ‘ . 
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Delco-Remy 


- 


FROM THE HIGHWAY TO THE STARS 


DELCO-REMY ¢ DIVISION OF GENERAL MOTORS ® ANDERSON, INDIANA 
MOTORS 
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‘Lhe proot of 
the plan 1s 


in the pasting 


Fram scores with a promotional 
plan dealers say is worth changing 
filter lines for. 


. TBA selling has relied for years on the use 
of premiums for one-shot stocking of dealer’s 
shelves. But Fram’s Million $$$ Giveaway 
works on an entirely new principle. 

Number one, Fram and Fram Suppliers 
give gifts to dealers absolutely free for in- 
creasing filter and oil change business. 

The more filters a dealer sells, the more 
valuable his gifts as a reward. Two Gift 
Certificates are given with every 24 Fram 
Filter order. A dealer can immediately re- 
deem his Certificates for gifts, or accumulate 
them by pasting them in a Fram Gift Certifi- 
cate Book and redeem them later for more 
valuable gifts. 

The proof of this plan is in the pasting! 
‘Dealers have proved that they'll sell more 
gil and filter changes for bigger rewards. 


There’s no stocking of premiums required 
by suppliers participating in Fram’s Million 
$$$ Giveaway. Fram handles all gifts and 
ships them prepaid. 

This is the kind of plan that really 
helps a dealer build business. As one 
dealer says, “This is worth changing filter 
lines for...”. And it’s only one part of 
FRAMARKETING*—almost 200 Fram 
field representatives are working daily on 
special oil company filter sales assignments; 
Fram advertising is the most consistent 
in the filter industry. All reasons why 
FRAMARKETING* is the most compre- 
hensive sales development program in the 
industry to up filter volume, oil volume and 
sales on all TBA items. 

Why wait? Put this successful program to 
work for you now. All you have to do is 
phone or write National Accounts Division, 
FRAM CORPORATION, Providence 16, 
R. I. GEneva 4-7000. 


“PASTE Your 
THE MORE CE 
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sk FRAMARKETING. . . the automotive industry’s complete service 
for development of volume filter business; with research, training, 
advertising, promotion, sales-aids and personal field assistance, 
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expand spark plug sales 
with AC’s complete line 


YOUR AC DEALERS CAN COVER MORE MARKETS 
WITH AC SPARK PLUGS— TAILOR-MADE FOR 
CARS... TRUCKS...BOATS... POWER MOWERS 




















When you stock ACs, you become a one-stop source for spark plug 
needs for cars, trucks, boats and power mowers. ACs are your 
_ assurance of complete customer satisfaction in every power need. 


put these exclusive AC sales features to work for you 


LONGER LIFE. Superior sealing with BETTER SPARKING. “I/sovolt” Elec- GREATER RELIABILITY. Patented Cer- 
positive gas-tight construction. This trodes are made of special alloy metal amic Insulator with near-diamond 
assures constan yperation within for best sparking qualities; they are toughness resists breakage; this 
required heat range for greater gas far more massive, operate cooler and cuts electrical leakage giving the user 
economy and longer spark plug life last longer. quicker, surer starts. 
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...and make them easier 
with AC’s packaging 





AC’S PACKAGING SIMPLIFIES INVENTORY, MAKES YOUR 
JOB EASIER AND ACTUALLY HELPS YOU SELL MORE SPARK PLUGS 





FOR CAR AND TRUCK 


AC's 8-Pac of Fire-Ring Spark Plugs 
gives your dealers the number of 
spark plugs they most often need 
for the job. It eliminates storage head- 
aches. The 8-Pac is identified for each 
profit-making spark plug change 


FOR BOAT 


AC's new waterproofed ‘Twin-Pa 
contains two rustproofed AC Marine 
Spark Plugs—attractively packaged 
for quick selling. AC’s marine line 
includes spark plug types for all 
popular outboard engines. 


MONS SATO 
LAW MOWER S7RAIC FLXG 


FOR POWER MOWER 


AC’s power mower spark plugs come 
on colorful display cards—each spark 
plug is packed individually in a water- 
proofed ‘Bubble Pack.”’ Three popular 
types of AC Spark Plugs cover almost 
the entire power mower market. 

















lf some of your customers are not AC dealers, 
show them how to cash in now on the profit 
opportunities open to them. Interest them in 
stocking and selling the complete AC Spark Plug 
line. As an AC dealer they have the product 
that's best for all cars, marine engines and power 
mowers. They have the benefits of AC's packag- 
ing for easier sales. They also have strong pro- 
motion that’s designed to create more sales 
and help them to move AC merchandise. 


AC SPARK PLUG RP THE ELECTRONICS DIVISION OF GENERAL MOTORS 


Here are other advantages 
your dealers get when they 
stock and sell AC: 


Wide accessory line of the highest quality products 
—sold and promoted by qualified field personnel. 


Extensive advertising and merchandising cam- 
paigns for top-notch sales support. 


Better profit margins through faster turnover; plus, 
AC's continuous product improvement policy. 


@ Greater spark plug replacement potential—be- 
cause ACs are original equipment on more new 
cars than any other brand. 


get the selling edge with ‘AC profit AChievers! 
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BEFORE YOU BUY A PUMP 


ask yourself these simple questions 


THE MOTORPUMP THE ““VAPOR-FLO” OTHER I-R PUMPS 
MOTORPUMP FOR THIS SERVICE 


Cradle- 
mounted pumps 
The most complete line of close- 
coupled centrifugal pumps avail- There’s no other pump avail- 


able, 14 through 75 hp... able with patented features as 


deliveries to 3200 gpm. Designed found in the “Vapor-flo” Motor- 


and built for maximum perform- pump. Under flooded suction con- 


ance under flooded suction condi- ditions subject to vortexing or 
tions, they operate equally well in vaporizing, these self-venting units 
any position and require no special handle and discharge vapors while 
mounting or baseplate. continuing to pump. They will not 

Since better than 80° of all ig vapor-bind or clog . . . are ideal % Horizontally split, double 
storage facilities are above pe for transport unloading. re suction pumps 
ground, straight centrifugal pumps Why pay up to 30% premiums 


or “Vapor-flo” units should be rec- and lose up to 20% efficiency with 


ommended on most installations. self-primers when not needed. 
Ingersoll-Rand ‘“Vapor-flo” Mo- 
torpumps are available through 
7142 hp for deliveries up to 425 


gpm. Self-priming pumps 


over a century of pump progress 
from the leading manufacturer . « .« 
Ingersoll-Rand 
7749 11 Broadway, New York 4, N. Y. 
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meeting daily with prime prospects 


all over the country 


in the 


The current (1960-61) NPN FACTBOOK arranges 
daily meetings with prime prospects all over the coun- 
try for these oil marketing industry suppliers. 


Be sure that the 1961-62 FACTBOOK does this for 


NPN f ACT 


.. A McGraw-Hill Publication .... 
330 West 42nd Street “4 
New York 36, N. Y. 
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you too. Plan and budget now to inform oil marketing 
management men about your products or services be- 
fore plans are finalized: while they are still looking 
to the FACTBOOK for information. 


oil marketing’s , ; : 
reference ad closing —mid-april 
information 

annual 

published 


eee NATIONAL PETROLEUM NEWS 
in mid-May 


For Oil Marketing Management 
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Report No. 8 on trends in service station lighting 


and high-level lighting for 


-Revere’s new 9900 Series Area-Lites are highly efficient fluo- 
rescent luminaires which mount in a variety of ways to provide 
high-level lighting for service stations. They are strikingly 
attractive, having an evenly lit wrap-around diffuser surface 
with no center shadow. Modern appearance and high-level 
light attracts customers and makes it easy for attendants 
to service cars. 


9900 Series Area-Lites are available in 4-lamp or 6-lamp 
models, each for 72” or 96” HO, VHO, SHO or Power Groove 
lamps. Great versatility in mounting arrangement is made 
possible through a choice of end-mounting and center-mount- 
ing luminaire styles and a variety of pole-top fitters and 
brackets. Center-mounting Area-Lites are particularly suitable 
for use as high mounting floodlights for service station entrances, 
perimeter or service areas. End-mounting units in single, twin, 
or triple arrangement make highly attractive island lighters, 
and are equally suitable for lighting approaches and service 
areas. Poles offered include both heavy-duty and extra-heavy- 
duty square tapered poles in 12, 14, or 16-foot heights. 


For complete information, write for bulletin 900-16A. 


OUTDOOR 


7420 Lehigh Avenue e¢ Chicago 48, Illinois (In suburban Niles) 


Revere Electric Mfg. Co. « 


Long Distance Phone: NI les 7-6060 





Revere’s 9900-Series Area-Lites feature modern design 
attractive installations 
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Four end-mounting Revere 9900 Series twin Area-Lites 
provide high-level illumination for islands and service 
area. Each twin unit consists of two luminaires, each 
with four 96” VHO lamps and twin pole-top fitter. 


Four end-mounting Revere single Area-Lites (three not 
visible) illuminate perimeter areas and approaches. 
Each uses four 96” VHO lamps. Single pole-top fitter is 
fully adjustable for tilt and rotation. 


Eight Revere single-row Fluoresign luminaires assem- 
bled from 8-ft. and 6-ft. modular units form an unbroken 
14-foot light source for illuminating poster panels, 
evenly, without glare. These Fluoresign units use Power 
Groove lamps, adjust easily for accurate placement. 


. Revere Series 464 heavy-duty square tapered poles in 


14-foot heights support Area-Lites. 


LIGHTING 


Chicago Phone: SPring 4-1200 ¢ Telegrams: WUX Niles 


In Canada: Curtis-Albright Lighting, Ltd., Leaside, Toronto 17, Ontario 





Lincoln Quick-Check Instruments are electronic de- 
vices which provide an easy, accurate check of major 
engine conditions in less than three minutes. And the 
cost of these instruments is only a fraction of what you 
would pay for conventional engine testing equipment. 


ONLY 30 SECONDS 


TO TEST COIL 
AND SECONDARY WIRIN 
WITH — Quick- 


Tests All Other Engine Conditions, Too 


In just a short additional time, Quick-Check will give 
you reliable information on other engine conditions, 
including 

















Points condition and spacing 
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Distributor wires (secondary current 


cn pies 1 t) 
sais ay: secoyoans Spark plugs (ignition reserve 


Cc = Carburetor (idle speed and mixture adjustment) 
IGNITION IGNITION 


TO) 











Cylinder efficiency 




















You read all tests directly from color-coded dials—no 
calculations, no chance of human error. Quick-Check 
instruments give you a system that is fast, simple, 
test selector knob of Ignition Tester to IGNITION extremely accurate and dependable, and at a remarkably 
OUTPUT, and set knob of DWELL-TACH to 0-5000 low cost. 

rpm position. Then adjust idle screw or block throttle 

linkage until engine speed reads 1500 rpm. Now you’re ? INSTRUCTION MANUAL 
ready for the test. With insulated pliers remove spark ore SS 
plug wire from a plug and hold it away from ground. 
If needle remains in the green (good) band on the 
ignition output scale, coil and secondary wiring to dis- 
tributor cap are functioning properly. 


The specific test for coil and secondary wiring condition 
requires only 30 seconds. Here’s how it’s done. Turn 


With each set of Lincoln Quick-Check 
Instruments, you get an easy-to-follow 
illustrated instruction manual that 
shows you how to spot engine troubles 
quickly. With this material you can 
If needle reads in the red (bad) band for all plugs, 2 perform the Quick-Check engine analy- 
possible troubles are: defective coil, rotor, distributor sis without special training. Aei04 
cap, secondary wiring to cap, distributor advance 

mechanism or incorrect timing. If needle remains in 

red band when wire is removed from some plugs but 

moves into the green band for others, the coil and 

secondary wiring to the distributor cap are not causing LINCOLN ENGINEERING COMPANY 

the trouble. To isolate the bad part, follow the easy ORO Seadictines Give, Si: Seats Sh, Me. Sage: NS 
step-by-step procedure outlined in the instruction Please send me complete information and prices on your Quick- 
manual. Check instruments for reliable, low-cost engine analysis. 


Quick-Check: Lincoln T.M. Reg. U.S. Pat, Off Name 
Company 


Address 
ENGINEERING COMPANY 


Zone State 
DIVISION OF THE McNEIL MACHINE & ENGINEERING CO 
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A Statement by W. E. Grace 
President and Chief Executive Officer 
Fruehauf Trailer Company 


ruehauf Reduces 
of Trailers as 


W. E. Grace 


RUEHAUF 
TRAILERS 


* the face of a persistent upward trend in the 
prices of most commodities, Fruehauf is making 
an important pricing announcement. We are 
reducing the list prices* of our VolumexVan Dry 
Freights, VolumexsVan Reefers, Steel and Alv- 
minum Tank-Trailers and Volume*Van Truck 
Body lines. 

For example, prices of our most popular Alu- 
minum Volume;*Van models are reduced as 
follows: 

EXTERIOR POST—TANDEM AXLE ALL-ALUMINUM 
VOLUME + VANS 


List Reduction $140 
Length 38’ List Reduction $235 
Length 40’ List Reduction $270 
SMOOTH PANEL—TANDEM AXLE ALL-ALUMINUM 
VOLUME + VANS 
List Reduction $145 
List Reduction $210 
List Reduction $255 





Length 35’ 





Length 35’ 
Length 38’ 
Length 40’ 


Prices of Aluminum Tank-Trailers have been 
reduced as follows: 
ALL-ALUMINUM TANDEM AXLE TANK-TRAILERS 


Capacity 6000 gallons... . List Reduction $645 
Capacity 7000 gallons... .List Reduction $665 
Capacity 8000 gallons... . List Reduction $700 
Capacity 9500 gallons... .List Reduction $745 





Steel Tank-Trailers have also been cut in price: 
ALL-STEEL TANDEM AXLE TANK-TRAILERS 


Capacity 6000 gallons... .List Reduction $140 
Capacity 7000 gallons... .List Reduction $140 





Engineering and Manufacturing 
Efficiency Stepped Up 


A product which is economical to produce 
begins with proper engineering. At the same time, 
there can be no sacrifices of long-time efficiency 
required in a profit-producing tool such as a 
Trailer. The present lines of Fruehaufs are such 
Trailers. 

Fruehauf’s Volume*x*Van line is the only 
Trailer line which features full interchangeability 
of steel and aluminum parts. It is the only 
Trailer line that can be tailored to give trailer 
operators the strength and protection they need 
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the Price 


Much as 


with the weight and price savings they must have 
to operate most profitably. It is the only Trailer 
line deliberately designed to take full advantage 
of the cost savings inherent in efficient produc- 
tion. This is only possible when the majority of 
components and parts are interchangeable. 





Continue to Improve Our Products 

Over the past several years, we have steadily 
improved our manufacturing techniques at 
Fruehauf. We have retooled with the most 
modern machinery. Our plants have been equipped 
with the latest in automation equipment. As we 
have gained in experience in the use of these 
modern production tools, we have been able to 
achieve substantial reductions in overall produc- 
tion costs. These savings are being passed along 
to America’s Trailer buyers in these price 
reductions. 


New, Lower Priced Truck Body 

Within the past sixty days, we have introduced 
our new Volumex*Van Truck Body. This new 
body is the product of our years of experience 
in developing and producing the Volume** Van 
Trailer. This experience has enabled us to make 
an immediate reduction of approximately 10% 
in the cost of this superior new truck body over 
the model it succeeds. 
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Fruehauf Also Leads 
in Other Fields 


Leadership in new product development has 
always been synonymous with Fruehauf. No 
less important has been a determination on the 
part of Fruehauf’s Management Team to expand 
that leadership in other important areas such as 
Trailer financing, leasing, insurance and nation- 
wide Trailer service. 

In addition, our engineers and design people 
are constantly developing new and better units. 
Modern, forward-thinking transportation ideas 

. our new “Twin 20’s” Container Concept, 
for one example . . . are helping to further reduce 
the cost of transporting America’s goods. These 
are only a few of the many ways Fruehauf 
has contributed to the steady growth of the 
Transportation Industry. 





Wl 


Price Reductions Help 


Transportation Industry 

Fruehauf makes these price reductions at this 
time in the hope that they will help to halt the 
pernicious upward spiral of prices. We hope that 
they will not only benefit our national economy 
generally, but will furnish new impetus to the 
Transportation Industry. 


D6 Loca 


President and Chief Executive Officer 


FRUEHAUF TRAILER COMPANY, 10940 Harper Ave. * Detroit 32, Michigan 
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THE STRONGEST 


ADJUSTABLE POLE FITTER 
ON THE MARKET! 








TVB-2 For V-20 90° Mounting 
TVB-2W For Parallel Mounting 


Now the Industries most beautiful 


V-Lites are completely versatile! 





Adjust easily to any required angle 


and/or rotation. 


STRONGEST BY FAR to avoid 


bracket failures. 


Priced competitively. 





Buy the best and STRONGEST. 
Buy Petelco! 


Elim mel t-}-4e-lapmep me 2elelae-te-1dlelam cole hm 


Petelco Engineers will return your free, custom 
designed lighting plan within 48 hours! 


ETELCO ... 


1334 N. Kostner Ave., Chicago 51, Illinois 
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Only Crown Makes 
Every Aerosol Can 
You will Need! 


Crown is the largest manufacturer of 
aerosol containers—and the only 
supplier to offer you all types 


TASK-DESIGNED aerosol cans by Crown meet all 
your requirements, and meet them efficiently! 
Whether your product demands the exclusive, seam- 
less Spra-Tainer® or can be packed in a conventional 
3-piece aerosol can . . . whether you want 6, 8, 12, 
14 or 16 ounce capacities .. . come to Crown for 
reliable aerosol containers! 





Come to Crown for reliable advice, too. The first 
production-line disposable aerosol can was produced 
by Crown, and Crown has led the field ever since. 
Take advantage of this vast backlog of experience— 
write today for more information. 


for cans - crowns - closures - machine ry 
ROW CROWN CORK & SEAL CO., INC., 9300 Ashton Rd., Philadelphia 36, Pa. 


March, 1961 * NATIONAL PETROLEUM NEWS 69 





eadership 
in Action: 
Petroleum 
Advertising Gains 


In the past year (1960 vs. 1959), Look gained more 
gasoline and lubricant advertising revenue than any 
other magazine in America. LOOK was the only maga- 
zine in the major weekly field with a gain in petroleum- 
product advertising pages. 


Gasoline and Lubricant Gasoline and Lubricant 





Advertising Page Advertising Revenue 





Gains or (Losses) Gains or (Losses) 
1960 vs. 1959 1960 vs. 1959 
Look + 10.21 Look +*610,998 
Post - (9.45) Post + 194,953 
Life -(17.53) Life - (285,233) 


e: P.1B. 

















Sou 
More and more, advertisers and readers alike are 
responding to the vital force of Look’s exciting story 
of people...are turning to Loox for leadership. 


The Exciting Story of People —25th Year of Publication 





NOW IS THE TIME FOR 

oil marketing equipment and TBA 
ADVERTISERS WHO MISSED 

this years NPN FACTBOOK issue 

TO TAKE STEPS TO SEE 

THAT IT DOESN'T HAPPEN AGAIN 
(make notes, write memos, telephone, 
advise agency, do something) 

The 7th annual NPN FACTBOOK issue 
to be published in mid-May 1961 


closes for advertising April 15, 1961. 
Be sure to get it on your 1961 advertising schedule now. 


@ The subscribers to the monthly NPN and its annual FACTBOOK issue are the oil marketing 
management men in the major oil companies and the independent oil jobbers. These are the 
men responsible for the purchase and maintenance of practically all facilities and equipment 
required for the storage, transportation and merchandising of petroleum products. They are 
also the men who buy the tires, batteries, accessories and other products sold through service 
stations. These buying managers of America's gigantic oil marketing industry keep and use the 
NPN FACTBOOK issue the year-round because it is, in itself, the most complete oil marketing 
management reference library in existence. Be sure the next issue refers them to your prod- 


ucts every time they use it the year-round. 


National Petroleum News 
for Oil Marketing Management 
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..» Lubrication ..,» Oil change 
«:*-Lire rotation, inspection and 
repair 
e Muffler and tailpipe replacement 
e Shock absorber repair 
e Brake work and adjustment 
¢ Spring inspection 
e Transmission, drive shaft and 
differential service 
e Clutch adjustment 


e Steering column inspection and 
repair...and many other 
service jobs. 





modern service stations 


ROTARY FP-46 FRAME LIFT 
MAKES ALL SERVICE WORK MORE PROFITABLE 


Get cars up in the air, serviced, and out 
again faster . . . and increase TBA sales 

. with Rotary FP-46 Frame Lifts. 

Design of this modern lift makes it 
more efficient for lubrication and other 
service work. It’s also a real aid to parts 
repair and replacement business. With cars 
off the ground, customers can be shown, 
and sold, the need for new tires, mufflers, 
shocks, ete. Service men can make repairs 
easier, faster, because the compact FP-46 
Lift superstructure gives wide-open ac- 
cessibility to undercar parts. 

All makes of cars can be handled easily 
on the FP-46, including compacts and 
foreign models. The famous Rotary jack- 
ing units, Airdraulic or Full Hydraulic, 
assure years of dependable, trouble-free, 
economical service. 


Modernize obsolete lifts economically 

-The Rotary FP-46 Frame Lift is avail- 
able as a replacement superstructure for 
obsolete Roll-On and Free-Wheel Lifts 
which fail to handle many modern cars 
satisfactorily. If the present jacking unit 
(any make, post World War IT) is in good 
condition, the Rotary FP-46 superstructure 
can be installed to replace the out-dated 
superstructure. Savings, as compared to 
buying a complete new lift, are up to 
$395. Ask your Rotary Lift representative 
for details. 


New, sparkling lift glamor—For special 
locations such as training stations and dis- 
play installations, the Rotary FP-46 lift 
superstructure is available in heavy nickel 
plate at small additional cost. Unique 
appearance impresses all customers. 


Write for catalog 


ARMS PIVOT 


easy to adjust 


4 
PICK-UP PADS ROTATE 360 


adjust to three heights 


EASY-SWING ARMS 


Formed steel arms (instead of the usual solid bar stock) swing 
easily to any position. Overall lift width of only 26” provides more 
accessibility to undercar parts and permits narrow-tread vehicles 
to straddle lift easily. 


4 


a 


PICK-UP PAD 
ADJUSTABILITY 


Pads rotate 360° and flip up or down to any one of three heights to 
reach pick-up points inaccessible to some types of lift pick-up pads. 


ROTARY FP-46 FRAME LIFT 


Product of DOVER CORPORATION, ROTARY LIFT DIVISION 
Memphis, Tenn. @ Madison, Ind. @ Chatham, Ontario 


First name in oil-hydraulic auto lifts — passenger 
and freight elevators — industrial lifting devices 





EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19, N. Y. 
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Ahead of the News 





IN WASHINGTON 


Heating-Oil Price Investigation —The Interior Dept. 
is investigating recent increases in the price of home 
heating oil. Since December the retail price of No. 2 
oil on the East Coast has gone up 1.8¢ gal. generally. 
The investigation was called for personally by President 
Kennedy, who saw newspaper stories of the hikes 
during the January cold spell. Interior Secretary Udall 
says his investigation will be aided by the Justice Dept. 
and the Federal Trade Commission. The purpose of 
the probe is not specified, but presumably the govern- 
ment wants to see if there has been any price-fixing, 
illegal under the Sherman Antitrust Law. (For a report 
on what the rugged winter means to heating oil, see 
page 89.) 


Washington Outlook —Concern over the recession 
promises to speed Congressional action on many issues, 
including several affecting oil marketers. Up to now, 
Congress has been slow to catch the sense of urgency 
that President Kennedy has tried to generate from the 
White House for his “New Frontier” programs. 

Here’s how some key issues shape up: 

e@ Minimum wage. Kennedy’s minimum-wage pro- 
gram, sponsored by Rep. James Roosevelt (D., Calif.), 
is expected to face toughest resistance on the House 
floor. Roosevelt’s bill would extend coverage to about 
4.5-million retail and service workers, including some 
service-station and jobber employes. 

Service stations with gross annual income of $250,- 
000 or more would be covered, regardless of whether 
they are leased or company-owned, and regardless of 
the size of the company. 

Payment of overtime wouldn’t be required of service- 
station operators. Sen. Strom Thurmond (D., S. C.) 
plans to reintroduce his amendment to extend this 
overtime exemption to newly covered jobber employes. 

Kennedy wants $1 per hour minimum for newly 
covered employes, increasing by steps to $1.25 at the 
end of three years. Employes now covered would be 
increased from $1 to $1.15 at once, and to $1.25 after 
two years. 

@ Motor-fuel taxes. Kennedy’s indication that he 
might press for an extension of the “temporary” four 
cent gasoline levy due to expire June 30, as well as 
ask for the extra half cent sought by former President 
Eisenhower, ran into Congressional opposition. 

The House ways and means committee still plans 
to study the over-all question of highway financing. 
It wants a permanent financing scheme with payment 
related to benefits. 

The implication of this is that highway costs would 
be based more on general revenue, less of fuel excise 
taxes. But the long-range plans of the tax-writing House 
committee could be delayed, with a possible further ex- 
tension of the present 4¢ gal. 


@ Depletion. Treasury Secretary Douglas Dillon 
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Loevinger: New U.S. Trustbuster 


THE NEW assistant attorney general in charge of the 
anti-trust division, Lee Loevinger, 46, has a broad 
background in antitrust enforcement and the philos- 
ophy of antitrust laws. He will give up a seat on the 
Minnesota supreme court. . 

In his many writings on antitrust laws, Loevinger 
has stressed wider use of private antitrust suits— 
filed by individuals rather than by the government— 
as one means of making antitrust law more meaning- 
ful. He has staunchly opposed extensive settlement 
of civil antitrust suits by consent decree. 

He believes triple-damage provisions of antitrust 
laws are the best means to make antitrust laws 
effective. 

Loevinger, says, however, he won’t hesitate to 
change his mind about what he’s written in the past. 

Loevinger worked in the Justice antitrust division 
from 1941 to 1946, with time out for Navy duty. 
He was a member of the same law firms as the new 
Secretary of Agriculture Orville Freeman, former 
Minnesota governor. Loevinger succeeds Robert 
A. Bicks, who is now with a New York law firm. 











intends to move ahead with Kennedy’s promised study 
of all depletion rates. A verdict is due this spring. 

Dillon has been careful to imply no dissatisfaction 
with oil’s 27.5% rate pending the outcome of the study. 
But a number of key administration officials have 
favored cuts in the past. Any recommendation of the 
administration would require Congressional approval. 

e@ Fuels study. The American Petroleum Institute 
and other industry trade groups have said they won’t 
oppose a fair fuels study, whether it’s made by Con- 
gress or a special administration group. However, they 
have expressed their opposition to end-use controls 
on fuels. 

The outlook is for a two-year study conducted by 
a special committee of the House and Senate. The study 
would lead to proposed legislation, which would still 
have to clear the House and Senate. 

e Antitrust. A strong role for the Federal Trade 
Commission in the new administration was assured by 
Kennedy’s choice of Paul Rand Dixon as chairman. 
Dixon has been the top staff member of Sen. Estes 
Kefauver’s (D., Tenn.) antimonopoly subcommittee. He 
has guided investigation of so-called “administered 
prices” and fought for Kefauver’s S-11 bill, which would 
weaken the “good faith” defense in price-discrimination 
cases. 

The appointment of Dixon indicates that price-dis- 
crimination and antimonopoly enforcement will be strict. 

A number of major price-discrimination cases now 
before the FTC will be decided by the new Kennedy 
majority. 


More Ahead of the News 
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Ahead of the News 


AROUND THE COUNTRY 





Pure’s New Additive—Pure Oil is junking its long- 
time gasoline brand names (“Pure Pep,” regular grade, 
and “Pure Super Premium”) in favor of “Pure Firebird,” 
regular, and “Pure Firebird Super.” The premium grade 
features a new additive combination called “Tri-Tane,” 
containing an antiwear additive, an antistall additive, 
and a carburetor detergent, says Pure. The regular- 
grade motor fuel contains antistall and carburetor deter- 
gent additives. Octane rating remains the same, and 
there’s no change in price. Industry small-talk says this 
three-way additive was developed on a direct order 
from president R. L. Milligan to get something “we can 
talk about.” 


Another Reorganization—A Midwest major oil com- 
pany will reorganize its marketing department in coming 
weeks. Greater authority and responsibility will be 
shifted to the field in the spirit of reorganization pro- 
grams of other majors. In realigning the field setup, 
closer customer contact will be sought. 


Real-Estate Angles—To pre-empt sites in area where 
it has good locations, a Midwest major buys property 
and attaches a restricted deed preventing service-station 
construction. When sold, the property may be used only 
for other purposes. The same company also buys tracts, 
keeps a site for a station, and disposes of the remaining 
property at a profit. 
* 


Antismog Progress—Universal Oil Products has filed 
the first formal application for a California state test of 
an automotive anti-smog device. The company is ready 
to market its device, a catalytic muffler called “Pur- 
zaust,” throught its subsidiary, Universal Oxidation 
Processes Inc., Los Angeles. The unit will sell for an 
estimated $50 more than a standard muffler. California 
hopes to approve a number of such devices by this fall. 


New Marine Mixing Pump—A major oil company is 
said to be awaiting the first production of a new pump 
that will dispense a fuel mix of motor oil and gasoline 
in variable ratios. The oil company will install the 
pumps at its marine stations. 


Two-Ply Tires—Car manufacturers are testing a new 
compact-car tire made by B. F. Goodrich that has plies 
of Tyrex rayon cord instead of the traditional four plies. 
Larger, stronger cords give equal strength with less 
heat, less weight and a softer ride. 

« 


Change in Credit-Card Accounting—Sinclair Refining 
is getting ready to modernize its credit-card billing pro- 
cedure sometime this year. The marketer may wind up 
with a centralized operation using key-punch cards. 
Sinclair has already taken the first step by revising its 
credit-card serial numbers and dropping all information 
on the card except the cardholder’s name. 
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Enco Moves On—This month will see the “first phase” 
of a plan to extend the Enco brand to all Humble Oil 
and Refining Co. outlets except those in the Esso 
Standard, Eastern Region (including Ohio). Enco has 
been in limited use at Carter outlets in the Northwest, 
Pate outlets in Milwaukee, and Major outlets in Cali- 
fornia since early last summer. 


Continental, Douglas Merge—Continental Oil Co. has 
plunged into California oil marketing with the purchase 
of Douglas Oil Co. of California, a chain of about 270 
retail outlets. Directors of both companies approved 
a stock exchange plan (five Conoco for one Douglas) 
that puts the purchase price at around $17.9-million. 
Conoco says it will keep Douglas’s management and 
“Flying Heart” brand name. 


Pauley’s No. 16—Pauley Stations Inc. has built its 
first station in Los Angeles (at 64th and York Ave. in 
Highland Park). It’s the 16th station Pauley has opened 
since it returned to marketing last summer (NPN—Oct. 
60, p98). So far the company has been operating in 
the San Joaquin Valley, Sacramento, and San Francisco 
Bay area. Ultimately Pauley intends to market along 
the entire West Coast. 


Refinery Expansion—Aurora Gasoline Co., subsidiary 
Ohio Oil, plans a $15-million expansion in Michigan 
* 


Next Step in Burner Research—Sometime after April 1 
American Petroleum Institute will sign contracts with 
a number of commercial and institutional research com- 
panies and foundations to carry on specified parts of 
the API’s oil-burner research program. Right now API 
is trying to find out what research companies are in- 
terested in handling what parts of the program. 


New LPG Appliances Coming—New liquefied-petro- 
leum-gas appliances coming soon are toasters, frying 
pans, and coffee makers using a plug-in fuel attachment 
much like an electric cord. Under development are an 
LP-gas-powered combination dishwasher, toaster, bev- 
erage cooler, and casserole warmer; and a combination 
freezer chest and gas range. 


New Dowgard Line—Dow Chemical’s trade name, 
Dowgard, first used last year to introduce the com- 
pany’s “full-fill” coolant-antifreeze combination, will 
now identify a family of automotive products. Heading 
the list is a new Dowgard conventional glycol anti- 
freeze to be marketed at the same price as other per- 
manent-type national brands. 


” 
Canopies Spreading?—Canopies will find wider appli- 
cation in the Midwest and East, some equipment man- 
ufacturers predict. Canopies have made a comeback 


on the West Coast, and have become widespread in the 
Southwest. 
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Trends to Watch 


The area pricing concept is still picking up momentum. One late indication is 
Standard of California’s extension of its Seattle Plan (NPN—Jan. p21) to Portland, 
Ore. last month. Another is Shell’s introduction of its “TAP” system in Chicago 
and Detroit late in January (see page 94 for details). 

Both plans are aimed at improving markets that have long been unstable. An 
interesting facet is that both Stancal and Shell men opposed the area principle 
as originated by Mobil Oil in the Northeast and Northwest (NPN—Nov. ’60, p98). 
Now both have developed their own plans. 

Both plans have important similarities and differences. Standard’s plan eliminates 
subsidies to dealers and sets up uniform prices to dealers within “broadly defined 
zones.” Shell’s plan does the same thing, but over much smaller trading areas— 
defined by Shell as “areas of influence” between stations. 


In the Midwest, Phillips Petroleum is reportedly extending its own version of 





area pricing from Oklahoma and Kansas to adjoining states. Phillips’ plan 
eliminates dealer tank-wagon pricing and works from a jobber base price (details 
in next month’s NPN). 


More versions of the area concept are likely to appear in coming months. Many 
marketers hope that out of the new experiments an effective new form of retail 
pricing will emerge. 

Spring will be the big test. You can’t tell now whether gasoline will be loose, 
although the winter’s heavy call for distillate indicates it may be. If it is, there 
figure to be price wars. They’ll test the efficacy of the new area plans. By next 
summer, it may be possible to draw firmer conclusions about the area concept. 


—NPN— 


Private-branders shouldn’t have more than 10% of any gasoline market, says a 
successful regional private-brander, because when they get more than that they 
draw attention to themselves. That can provoke market pressures resulting in 
price wars, he reasons. He further contends that they need a 2¢ spread to grow on. 
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Your Personal Business 





It’s tax time again—time to get out the account books, aspirin, and scratchpad, 
and tackle the forms. This year the Internal Revenue Service boys are keeping 
their eyes peeled for some of the $700-million they say they lose through 
expense-account manipulations. If you want to avoid being among the 3% called 
to account for a formal breakdown of your returns, here are some tips: 

e If you deduct entertainment expenses for customers, be certain you can 
actually prove the entertainment was for business. Saying so isn’t enough. Be 
ready to prove the tie-in. With proper evidence, you can still deduct club dues 
and bills, operating expenses of company boats and lodges. 

e Evidence is essential with gifts, too. You'll have to be ready to prove how 
the gift-giving did or could have brought you some business. And yet be careful 
that the gift giving doesn’t appear to violate any laws or ethical standards. 
Incidentally, a stockholder can be considered a business prospect. 

e Reimbursed expenses will get a sharp eagle eye from the tax men. They believe 
that some execs use reimbursed expenses as a gimmick for nontaxed income. 
If your company requires an accounting on your spending, you’re okay unless— 

1. You’re related to your employer. 

2. Your expenses exceed reimbursement and you deduct the excess. 

3. The IRS people decide your firm’s accounting procedures are inadequate. 
Take a per diem allowance, for example. If this is above 125% of the 
rates allowed for federal employes, IRS will question it. 

e If you do not account to your firm, be prepared to tender an itemized 

breakdown of where the dollars went. 

e If you take your wife along, you can deduct her expenses only if you can 

prove she was “necessary.” Saying she was “helpful” isn’t enough. 

e Note the rules that say actual expense allowances of top executives (over 

$10,000) must be listed in the returns of corporations, partnerships, and pro- 
- prietorships. 


—NPN— 


Suggested Reading: The newest history of oil-industry pioneering is Tintypes in 
Oil (Tuttle, $4.95), written by Ernest C. Miller, vice president of West Penn Oil 
Co. Miller has turned out entertaining and readable profiles of Henry Rouse, John 
- Steele, Ben Hogan (“The Wickedest Man in the World”) and others—including 
John Wilkes Booth as “The Handsome Speculator.” The book is illustrated and 
includes a lengthy list of references 
In Staff in Organization (McGraw-Hill, $6), Ernest Dale and Lyndall Urwick 
make a strong case for the general staff man, the assistant to heads of departments 
or divisions. Basing their recommendations on experience as management con- 
sultants, the authors suggest that the general staff man is the answer to the growing 
workload of the executive, a problem caused by the growing bigness and com- 
plexity of today’s companies. 
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POWER TO YOU 


WITHOUT EXCESSIVE WEIGHT 


Owner-proved Mack Turbocharged Thermodyne diese/ 


One of the big problems facing truckers today is getting the increased horsepower 
to haul loads in the 65,000 to 80,000-lb. class—without adding excessive weight. 
Only Mack has the answer — the world-famous Thermodyne® diesel engine, turbo- 
charged to 205 hp, but weighing only 115 lbs. more than the naturally-aspirated version. 
With the Turbocharged Thermodyne diesel you get all the usable horsepower you 
need for top legal gross loads without adding 450 to 500 lbs. of chassis deadweight. 
Put the Mack-built Turbocharged Thermodyne diesel to work for you to get the 
same kind of results as the profit-minded operators on the next two pages. Their 





comments are typical of those received from all parts of the nation from owners 


of Mack Turbocharged Thermodyne diesels. It’s the ideal solution. 





MORE PROVED PROFIT POWER TO YOU! 





What makes Mack turbocharging your 
wisest choice for extra horsepower? 


Aside from its additional power and its weight- 
saving advantages, owners state that the Turbo- 
charged Thermodyne provides 


@ Service-proved earning power 
@ Service-proved freedom from downtime 


@ Service-proved long life 


These are the advantages Mack users are sure 


of . . . these are the advantages that have made 
Mack the diesel truck sales leader year after 
year—with more diesel-powered trucks on the 
road today than the next two makes combined 
... twice as many as the nearest competitor. 

Mack pioneered the market for automotive 
diesels in North America, maintaining its leader- 
ship ever since because it has continued to build 
the finest. This includes the Turbocharged Ther- 
modyne, which truck operators all over the na- 
tion—like those shown here—are demanding for 
their higher horsepower applications. 


HENNES TRUCKING CO., Milwaukee, Wis.—No breakdowns, no 
time out: that’s the record of the Turbocharged Thermodyne 
diesels operated by this hauler of 78,000-lb. GCW loads of 
bulk cement in their Ohio operation. What more could you 
ask than 6 mpg... 60,000 to 65,000 miles each a year... 
four trips a day in hilly, curvy country . . . all with complete 
dependability. 


HERMAN BROS., INC., Omaha, Nebr.—‘‘Our thirty-five turbo 
Macks are the finest,’’ says this Omaha-based hauler of 
petroleum products whose Turbocharged Thermodyne die- 
sels return 5.5 mpg with 73,280-lb. GCW loads in tow. Best 
of all, says Herman Bros., is that its turbocharged Macks are 
never down except for routine maintenance. The twenty 
units longest in service have averaged over 200,000 miles 
at 1.4 cents per mile total maintenance. 


NORTHWEST FREIGHT LINES, INC., Billings, Mont.—Despite haul- 
ing 65,000 to 68,000-lb. GCW loads over the mountainous 
terrain across the top of the nation, Northwest's Turbocharged 
Thermodyne diesel Macks average 5.4 miles per gallon of 
fuel with minimum maintenance costs and downtime. 





SID CARTER TRUCKING, Amarillo, Texas—This operator, one of 
the largest cattle haulers in the nation, operates 20 Macks. 
Hauls are within a 1000-mile radius of Amarillo, encompass- 
ing all types of operating conditions: Colorado mountains, 
Arizona deserts and Southern swamplands. Despite this on 
and off-the-road service, Carter’s turbocharged Macks aver- 
age 54%4 mpg, clocking 125,000 miles a year and 275,000 
miles before overhaul. 


ALLEN QUIMBY VENEER COMPANY, Bingham, Me.—In the East 
Coast logging trade, Turbocharged Thermodyne diesels at 
Quimby Veneer haul 66,000-lb. GCW loads over logging 
roads and highways, giving an average 7 miles per gallon of 
fuel. At 20° below zero the turbocharged Mack starts when 
nothing else will. Drivers for this leading birch veneer pro- 
ducer are sold on performance, handling and ride . . . man- 
agement is sold on Macks’ dependability and durability. 


BILL HUSBY TRUCKING COMPANY, Menomonie, Wis.—On moun- 
tain runs to the West Coast the Mack Turbocharged Thermo- 
dyne diesel is giving Husby Trucking a healthy 514 miles per 
gallon of fuel, while on the more level routes to the East 
Coast they give an excellent 72 mpg. The company also re- 
ports that there’s been no downtime to speak of on their 
five turbocharged Macks... and an impressive oil consump- 
tion figure of 900 miles to the quart. 


TULIA PRODUCE AND TRUCKING COMPANY, INC., Amarillo, Texas 
—President Otto Leavell states: ‘‘Mack diesels are the most 
economical trucks | have operated. Our job requires high 
performance and speed, and Macks fill the bill.’’ His fleet of 
five turbocharged Macks hauls 72,000-Ib. gross from Amarillo 
to the West Coast, covering 2,500 miles in the round trip, and 
taking only 30 hours each way. All types of terrain are en- 
countered, yet these turbocharged Macks average 5.5 mpg 
while each covers 156,000 miles per year. Engines average 
450,000 miles before major overhaul. 





HANEY TRUCK LINE, Forest Grove, Ore.—Downtime’s been cut 
a big 60% over all previous units used to haul 76,000-Ib. 
GCW doubles thanks to the Mack Turbocharged Thermodyne 
diesel. At speeds to 55 mph, Haney’s Turbo Macks average 
better than 6 mpg, including mountainous routes. ‘‘Only one 
road repair in better than 375,000 miles . . . has convinced 
us our next truck will be a Mack,’”’ says Pres. Everett Haney. 





AIR INTAKE 


FILTERED OIL TO TURBO 


AIR CLEANER 


TURBOCHARGER 
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EXHAUST 


[ 


FULL FLOW 
OIL FILTER 





OiL COOLER 


MORE PROVED POWER TO YOU 





... With waste exhaust energy 


doing the work 


For more power . . . more fuel must be burned. 
And to burn more fuel . . . more air is rammed into 
the exclusive Mack Air-Swirl combustion system 
—all without sacrifice of high thermal efficiency. 

There in a nutshell is the secret of increasing 
horsepower without excessive weight. 

Using waste engine exhaust gases otherwise re- 
leased to the atmosphere, the Mack Turbocharger 
puts them to work driving a turbine cast integrally 
with an air blower. The blower takes atmospheric 
air and forces it into the intake manifold under 
pressure. This compact turbine-blower unit is the 
only moving part; it has no mechanical connection 
with the engine. Therefore, there is no parasitic 
horsepower loss. 

The Thermodyne Turbocharger is lubricated 
and oil cooled as an integral part of the engine’s 
lubricating and cooling systems. Engine oil is 
water cooled and thoroughly cleaned every cycle 
by full-flow filtration to prolong engine, turbo- 
charger and oil life. 





... With Undivided Responsibility 
made possible by Balanced Design 


Mack alone stands for Undivided Responsibility 
because it practices Balanced Design—building 
far more of its vital truck components, including 
engines, than any other truck maker in the heavy- 
duty field. 

Balanced Design means Mack not only controls 
the quality of its components, but it makes sure 
its components work together in harmony .. . as 
an integrated unit. Thus, the Turbocharged Ther- 
modyne engine gives you the same long life, the 
same trouble-free performance of every major 
Mack component. 

And because Mack practices Balanced Design, 
you get unqualified satisfaction . . . Undivided 
Responsibility. 

Why pay more for a vehicle or an engine made 
to the lowest common denominator of mass pro- 
duced parts when Mack builds them to the highest 
standards in the automotive industry and assumes 
Undivided Responsibility. We build the product 
... and we stand behind it—100%. 


+ IWMIACK rirst NAME FoR TRUCKS 


Mack Trucks, Inc., Plainfield, New Jersey * Mack Trucks of Canada, Ltd., Toronto, Ontario 


Printed in U.S.A. 








THRIFTY MARKETOR 


Night or day, the low-cost, low-slung Bowser 


Marketor complements modern service station design. 
Overhead station lighting illuminates easy-to-read 
dial faces and accents its clean, functional design 
Stainless steel sides and tops require no 
refinishing . . . dependable, accurate Xacto meter 
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Fort Wayne, Indiana 
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GOOD SALES 


IF YOU'RE DISSATISFIED with your present affiliation, if you feel you’re not getting the help and 
cooperation you’re entitled to, if you’re looking for more and better business, it’s time for you 
to look into the advantages of a Sinclair Distributorship. 


WITH Si NCLAIR YOU GET... Top-quality products ¢ Advice on bulk plant operation ¢ Finance and 
administration counsel e Service station development e¢ Complete sales training program for dealers 


A program for your salesmen PLUS many OTHER BENEFITS 


To know all the advantages, call or write: Sinclair Refining Company, Manager of Distributor 
Sales, 600 Fifth Avenue, New York 20, N. Y. 


THE BIG ONE FOR '615/nc/aur 
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NPN 


EDITORIAL 


Zoning: A Problem Made Clearer 





HE CRUX of the argument for and 

against service-station building permits 
has been spelled out. It’s clear the industry 
has a problem—and the core of it is esthetics. 
Nevertheless, the industry makes a strong case, 
so there should be some hope. 


The opposing viewpoints were expressed in 
what amounted to an informal exchange be- 
tween two capable exponents: Robert A. Niles, 
operations manager, American Oil Co. (for- 
merly Indiana Standard), on the oil market- 
ing side, and Allen Fonoroff of the Cleveland 
City Planning Commission, invited to address 
the API operations and engineering committee. 
NPN reported on Fonoroff’s talk in the De- 
cember 1960 issue (p115) and Niles’s reply 
in the February NPN (p13). 

Against stations, two main points were 
raised: the question of traffic hazard, and the 
complaint of “esthetic nuisance.” While the 
much-debated issue of traffic hazard is perti- 
nent, Fonoroff’s main complaint goes deeper 
and is much harder to answer. He says a pro- 
fusion of “garish” signs and display turns 


Heads Up 


O* YOUR TOES, men. It looks as though the 
industry will be getting it from all sides 
this year—investigations, criticism, complaints, 
demands, adverse legislative proposals. You 
name it, and some place in the country you'll 
find it—-a man with an axe to grind, an office- 
holder looking for some revenue, a legislator 
looking for a headline, as well as some right- 
minded public citizens who feel conscientiously 
and objectively that the oil industry and other 
industries should be scrutinized. 





Some of the matters in sight already: 
e An investigation of “fluctuations” in heat- 
ing-oil prices ordered by Rhode Island. 


e A clamor in Baltimore that gasoline 
prices in retail outlets be investigated. 

e@ A move in Cleveland to investigate retail 
gasoline prices. 

e@ A 2¢-gal. increase in the Pennsylvania 
state gasoline tax, the object of a weil-greased 
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many a station into an “esthetic nuisance.” He 
claims, in effect, that the public just doesn’t 
like the appearance of stations that he, 
Fonoroff, considers unattractive. 

In his reply, Niles disputes the charge that 
stations create a traffic hazard. He says traffic 
had to be pre-existent or a station probably 
wouldn’t have located there, and stations don’t 
create anywhere near the hazard of shopping 
centers, drive-in theaters, and such. 

In dealing with the esthetic complaint, Niles 
says it can’t be true the public really dislikes 
signs and so-called “garish” displays because 
the stations using them do the most business. 

In a nutshell, that neatly summarizes the 
conflict over the problem. 


To seek an even broader understanding of 
the problem and viewpoints, it might be help- 
ful if a zoning official participated on a pro- 
gram for a larger marketing group, such as 
the API marketing division. 

But better understanding, along with patient 
and realistic discussion, may reduce the size of 
the problem. 


drive that railroaded the measure through the 
lower house without hearings. 


e@ A concerted drive by automotive supply 
jobbers and some retail gasoline dealers to 
bring about TBA divorcement. The object 
—to get more major oil companies out of TBA. 


e A move to retain the latest 1¢-gal. in- 
crease in the federal gasoline tax which now to- 
tals four cents. The increase is due to expire, but 
there’s pressure to continue or increase it. 


e@ The prospective legislation for increasing 
minimum wages may affect petroleum jobbers 
unless they achieve the same sort of exemption 
contained in last year’s bill. 


What this means is that marketers must be 
alert to all legislative moves and official actions 
affecting the industry. Even if you can’t do any- 
thing about them, you should know about them 
and probably be able to discuss them with your 
customers and friends and neighbors. 











Chevy's powerful, efficient Taskmaster V8 
Extra strength where it counts gives Chevy cabs combines big-truck might and muscle with 
rock-solid rigidity to stay in shape years longer. top operating economy. 








Independent Front Suspension with ‘‘walking wheel’’ action paves the way to 
bigger earnings with a smoother ride and reduced maintenance expense. 








CHEVY BUILDS ’EM BETTER (TO BOOST YOUR EARNINGS)! 


DEEP-DOWN DURABILITY 





SAVES YOUR DOLLARS IN 
1961 CHEVROLET 


Here are Chevy compo- 


nents that add to tough-truck durability and earning ability; the strong reasons why a Chevrolet 
middleweight can take plenty of punishment—and keep on taking it. Here’s why these rough-and- 
ready haulers squeeze bonus earnings out of tight budgets! 


Take a look at the Chevy cab (pictured at left). 

It’s built solidly to take any poundings your 

rough-and-tumble runs can throw its way; to 
stay in shape for years, lengthen effective truck working 
life and minimize maintenance expense. Notice the 
husky longitudinal sills that reinforce the cab underbody 
to reduce vibration and provide a solid foundation for 
cab sheet metal. Check the extra sturdy door openings 
with box-section pillars and sills to keep doors weather- 
ught and in lasting alignment. See how the husky 
box-section pillars support the rigid, double-walled roof 
panel for greater safety and maximum cab strength. 
(And this cab is just as comfortable as it is rugged!) 


More evidence of Chevy’s deep-down strength 

and toughness can be found beneath the hood. 

There you'll find the 261-cubic-inch Jobmaster 6 
—a work-proved dollar-saver. Its sturdy components— 
forged steel crankshaft, high-alloy inlet valves, pre- 
cision bearings, hard-faced exhaust valves with Roto- 
coils, all-weather electrical system and many more— 
are solid assurance of maximum efficiency and economy. 
Or the big 283-cubic-inch Taskmaster V8 illustrated at 
left (optional at extra cost) to supply plenty of torque to 
move maximum payloads with minimum strain or wear. 
Low maintenance costs stem from features like alumi- 
nized high-alloy inlet valves, hard-faced exhaust valves 
with Rotocoils and Moraine 400 precision bearings. 


Chevy’s bump-beating Independent Front Sus- 

pension system provides still another reason for 

dollar-saving durability. Tough, friction-free 
torsion springs cushion the ride; ruggedly built control 
arms guide each wheel to give sure, stable handling; 
sturdy, custom-tailored shock absorbers further reduce 
road shock and offer maximum ride control. The result 
is a new kind of smooth truck ride that lengthens truck 
life; cuts wear and tear to reduce maintenance. These 
reasons for ruggedness go on and on to help reduce 
your costs. They’re all the result of Chevy’s deep-down 
durability. See your dealer about it soon. . . . Chevrolet 
Division of General Motors, Detroit 2, Michigan. 





CHEVROLET POWERMATIC, developed especially 
for big truck duty, provides fully automatic driving 
ease for all Series 60 and 60-H models (optional 
at extra cost). With six forward speeds in four driving 
ranges, plus torque converter action for getting 
under way and cushioning drive-line shifting shocks, 
Powermatic adjusts automatically to load and road 
conditions. 











1961 CHEVROLET STURDI-BILT TRUCKS <zZaaeersa” 





It’s here! 
Amazing new 


“PRESTONE” brand 


ata saad 
CAR SPONGE 


The magic self-polishing sponge 


Deep WAX your car in minutes... with “the wax you wash on. 


as you WASH it/ Washes clean and waxes deep... 
ORESTONE both jobs at the same time. 


WASH andWwAxX 


CAR SPONGE 


Loaded with DETERGENT and 
~MAGIC. SILICONE - WAXES 








24 Sponge 
floor-stand 
displayer. 


AND WE'RE BACKING YOUR SALES WITH 
the big blue chips of network TV 


NAKED ASPHALT TALES OF ADVENTURES 
CITY JUNGLE OUTLAWS WELLS FARGO GUNSLINGER CHEYENNE 


ANTICIPATE THE BIG DEMAND! ORDER NOW FROM YOUR <cvenne BD 


“Prestone” and “Union Carbide” are registered trade-marks for products of 
UNION CARBIDE CONSUMER PRODUCTS COMPANY .. Division of Union Carbide Corporation - 270 Park Avenue, New York 17, N.Y. 
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What the Rugged Winter Meant to Oil 


About 8-million bbl. more oil were used in the East. Suppliers and 
jobbers plowed through snow drifts, often delivering in 5-gal. cans 


JANUARY was a whopper for heating-oil sales in 
the East, Great Lakes, and Southeast. In the East 
alone, colder-than-normal weather raised demand 
about 8-million bbl. over last January, for a total 
of 55.2-million bbl., reports one supplier. 

For the rest of the country, oil sales were nothing 
to get excited about. They were just so-so in the 
Midwest, and dropped way below last year on the 
West Coast. 

January was a month when snowfall and drifts 
added to delivery woes, when accumulation of 
river ice dislocated normal avenues of supply but 
created no actual shortage, when old records for 
days of sustained cold were shattered, and when 
new records for degree-day accumulations were set 
in many areas. 

A jobber in New York’s Hudson River valley 
says his degree-day clock ticked off a record 69 
degree days in one 24-hour period. Normal or aver- 
age degree-day accumulations are between 30-35 
degree days per day in his area. 


Just How Cold Was It? 

@ The East was 24.4% colder in January than 
a year ago and 17.5% colder than normal. 

@ The Great Lakes area was 18.3% colder than 
a year ago and 10.3% colder than normal. 

e@ The Southeast was 36% colder than a year 
ago and 35.4% colder than normal. 

e@ The Midwest was only 2.3% colder than a 
year ago and only 1.5% colder than normal. 

e@ The West Coast wasn’t cold at all; it was 17% 
warmer than a year ago and 16% warmer than 
normal. 

Part of the colder-than-normal weather in some 
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areas, along with new snow storms, spilled over into 
February. New York, says New York Oil Heat 
Assn., burned a record 26-million gal. of fuel oil in 
one 24-hour period as against a daily average of 
15-million gal. a day. 


How’s the Profit Picture? 


With higher demand, profits will be up over a 
year ago. But the increase will not be in direct ratio 
to higher sales. Nor will the extra profit be deter- 
mined quickly. As a Maine jobber puts it, “I sure 
as hell delivered a lot of oil. Now if I can collect 
on it, by May or June I should know if I made 
any money.” 

Overhead zoomed with increased sales. Suppliers 
and jobbers paid more to get oil into their plants 
and paid more to get it into home storage tanks. 

Cold weather and thick ice, in many cases, added 
$1,000 to some barge delivery costs. “I had two 
tugs breaking ice from the channel to the shore to 
get a load in,” one jobber says. “The ice-breaking 
charge is $90 an hour. My bill will be $1,000 just 
for that.” 

Delivery costs soared. Deep snow and icy roads 
cut normal deliveries by one-half to two-thirds. “We 
about tripled our delivery costs,” says a jobber. 
“Where it normally costs us 1¢ gal. to deliver, we 
paid 3¢ gal.” 

Delivery costs rose, too, because of increased 
overtime payments. “We paid 25%-35% more 
overtime than last January. Crews, normally work- 
ing a 9-10-hour day in cold weather, went as long 
as 12-15 hours a day to get the oil out. 

Straight-time labor costs for another jobber went 
up 65% as extra men were put on trucks. Two 
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men per truck was common in most Eastern areas, 
the extra man helping the driver to haul hose long 
distances, helping dig out snow-covered fillpipes, 
and in some cases helping deliver oil in 5-gal cans. 

Makeshift delivery operations were common. “In 
some unincorporated towns where plows refused 
to go, we had to use our Army powerwagon (four- 
wheel-drive unit) with a 55-gal. tank to bull our way 
through drifts to get close enough to make some 
sort of a delivery,” a jobber reports. 

The effects of the month will be felt for some 
time. Accounts receivable increased with the cold, 
so jobbers are faced with a collection problem. 
Some in areas of high unemployment say they have 
a tough nut to crack. 

Budget-pay accounts, jobbers say, are better off 
than other accounts: they may be able to work off 
the higher oil bills without too much strain if the 
rest of the heating season slacks up. Even so, some 
jobbers have already asked budget accounts to in- 
crease their monthly payments to take care of the 
additional oil they consumed. 

Jobbers expect truck-repair costs in the months 
ahead to be more than they were last year. “While 
our trucks kept going during the heavy snow,” says 
a jobber, “they were subject to a lot of extra-heavy 
strain. That strain is bound to show up in repairs 
in the months ahead.” 


How About Public Relations? 


The industry in general did a great job getting 
oil out under severe conditions. It should have cre- 
ated a good image in the public mind in most areas. 

But jobbers and suppliers said some accounts 
complained about the higher prices. In New York 
City, one newspaper reported that in seven weeks 
of cold weather, oil had risen 1214%. It hinted, 
but didn’t say outright, that it was a gouge. The 
same story contained supplier explanations of the 
hikes: increased cost of buying goods on the spot 
market, increased transportation costs, and in- 
creased delivery costs. 

The price question was raised by papers in other 
areas. “The local paper played it straight in our 
area, giving our side of the story,” says one jobber. 
“We had a few complaints on price,” reports an- 
other, “but we told our accounts that while price 
did rise to 16.2¢ a gal. in our area, that price was 
only three-tenths of a cent higher than four years 
ago. And we asked them what other commodity 
has only gone up three-tenths of a cent in that 
time.” 

In other areas, price movements created troubled 
intra-industry relations. In Erie County, N. Y., oil 
was 15.2¢ last fall, had gone to 17.5¢ by late Jan- 
uary. When direct-marketing majors went up the 
last half cent, jobbers in the area didn’t follow. 
“They are giving up part of their margin,” says a 
trade-association spokesman, “because they don’t 
want to lose any more accounts to gas.” To be 
competitive with gas, oil should be around 12¢-gal. 
in that market, says the spokesman. 





1960 Net Earnings 
of Major Oil Companies 


MOST major oil companies made more money 
in 1960 than they did in 1959. The average 
percentage increase of the companies below is 
16.2%. Atlantic showed greatest improvement— 
54.3%. Three companies reported record profits 
—Texaco, Phillips, Continental. Most profits 
were made in the second half, particularly the 
fourth quarter. Reasons often cited: high sales, 
firm prices, economies beginning to pay off. 


(000 dollars) 
% 
Change 


Atlantic . $ 46,566 $ 30,174 +54.3 
Union ae . 34,400 27,515 
Sinclair i Se Oe 52,400 45,000 
Sun oa ae 49,273 42,844 
Imperial ‘ 61,000 54,525 
Socony Mobil 182,500 164,000 
Texaco ... 391,750 354,346 
Standard (N. J.) 688,000 630,000 
Phillips 112,400 104,639 
Standard (Calif.) 266,000 253,599 
Standard (Indiana) 144,750 139,597 
Tidewater . . 35,000 33,941 
Continental 61,200 60,300 
Ohio Oil ..... .. ee 38,633 
Shell .. 144,580 147,418 
Sunray Mid-Continent . 41,121 43,815 
Standard (Ky.) as 13,792 14,726 


Company 1960 1959 
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Farm Crop Outlook 


Prediction: More crops, but 
same income level as 1960 


JOBBERS AND AGENTS who rely on the farm 
market for business (see p.32, on how this market 
should be sold) should continue to watch credit ex- 
tensions they allow farmers this year. 


While record production is forecast, the result will 
be more surpluses, not additional net income, says 
McGraw-Hill’s economic department. Any farm-re- 
lief program coming out of Washington will be 
too late to have any effect this year, the report main- 
tains. 


The report indicates gross farm income may go up 
slightly, but net farm income may remain at last 
year’s levels because production costs will go up. 
There has been a small gain in farmer income on a 
per-capita basis since 1950, the report states, but 
this can be attributed to fewer farmers dividing up 
the pie. More than 4-million farm folk have left the 
farms in the last decade for work elsewhere. 

Of the 4.7-million farm families in the U. S., more 
than 1-million have annual incomes under $2,000 
and only 336,000 families can look forward to in- 
comes of $10,000 or more, the report says. 
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How Phillips is Growing in Ohio 


With 32 jobbers, 200 outlets in 
Ohio in two years, Phillips is 
now breaking ground in Cleveland 


PHILLIPS Petroleum’s expansion drive in Ohio is 
gathering momentum. Activity is brisk around Cin- 
cinnati and Columbus, and a big push is on in 
Cleveland. 

Oil Enterprises Inc., one of Phillips’ northeast 
Ohio jobbers, broke ground for the first new Phil- 
lips station in Cuyahoga County (Cleveland) last 
month. The site is in the near-westside suburb of 
Strongsville. 

Says Stanley G. Watson, Phillips division man- 
ager for Ohio, “This is the latest move in what we 
consider to be a well-paced, solid entry into the 
Ohio market. 

“We now have 32 jobbers and 200 outlets in the 
state. That’s not a bad record considering we first 
came here in August 1959, less than two years ago. 

“We have commitments on over 100 more ac- 
counts, already zoned and under construction. We 
have 36 accounts in Columbus, Ohio, where very 
few companies can boast any more.” 


What Phillips Is Building 


Says Watson, “Many of the stations we’re build- 
ing in Ohio are elaborate, modern-design stations 
with canopies attached to the main building and ex- 
tending out over the pump island. 

“That’s a more expensive station, but we believe, 
and early results confirm those beliefs, that these 
modern canopied stations in first-class locations pay 
for themselves. 

e “First, we have been able to attract class-A 
dealers. 

e “Second, our studies show that our modern 
stations have been pumping 4,000 to 5,000 gal. a 
month more than comparably located but more 
modest outlets. In Franklin County (Columbus) 
alone, our new station outlets have been averaging 
over 20,000 gal. per month. That is well above the 
expected average for new outlets. 

“And this is only a good beginning for us in 
Ohio,” says Watson. “We are committed to what 
we believe will be one of the finest marinas along 
the shores of Lake Erie. We already have two 
smaller marinas at Indian Lake (near Lima).” 


What's Going On In Cleveland 


Two new Phillips jobbers are operating in the 
Cleveland area: Oil Enterprises Inc. and Cleveland 
Oil Co. (NPN—Oct. 60, p27). They’re enabling 
Phillips to break into a market that has been domi- 
nated aggressively by Standard of Ohio for years. 


March, 1961 * NATIONAL PETROLEUM NEWS 


Lightfritz 
of Oil Enterprises Inc. of Cleveland Oil 
They’re cracking the tough Cleveland market for Phillips 


Besides the Strongsville station, Oil Enterprises 
has two other outlets under construction in Lake 
Ccunty, one at Lake Shore Blvd. and Route 306 
and the other at Route 20 and Little Mountain 
Road. All are expected to be opened by May. 


Oil Enterprises will call for bids soon on a com- 
bination bulk plant and service station, to be lo- 
cated at Lloyd and Anderson Rds. in Wickliffe, 
another eastside-Cleveland suburb. 


Prime movers in Oil Enterprises are F. E. Light- 
fritz, president, and S. P. Russo, vice president. 
Both are former Gastown jobbers. Lightfritz has 
also worked for Shell, Ashland, and Pure, alto- 
gether some 15 years in oil. 


Says Lightfritz, “We expect to have at least 25 
outlets operating in Lake, Cuyahoga, and Lorain 
Counties by the end of this year. Eventually we 
expect to have quite a few take-overs of existing 
outlets, too, but none are contemplated immedi- 
ately.” 


Oil Enterprises’ first stations will be two-bay 
modern canopied stations about 35x74 ft. Service 
bays will be angled at 671 deg. to the back line of 
the building, permitting entry to the bays without 
interfering with traffic at the pumps and also giving 
extra space in the service bays. 

The other Cleveland-area jobber, Cleveland Oil 
Co., is run by Les Auerbach, a Gulf Oil marketer 
for 30 years. He says he hopes to have 8 to 10 new 
stations going by the end of 1961. 

Auerbach’s first station, a take-over at Prospect 
and East 14th St. in downtown Cleveland, is ex- 
pected to become Phillips this month. He plans to 
start construction of two new stations soon—one 
on the near westside of Cleveland, the other in 
Streetsboro, southeast of Cleveland. 

Another at Euclid and East 196th St. hasn’t been 
put out for bids yet. Auerbach reports he is looking 
at a number of take-overs, too. 





General 


Boating: White or Leaded Gasoline? 


The battle for the lush outboard fuel market is set to rage again. 
Some would like to end the gasoline feud. Here's what's going on 


THE START of the 1961 boating season promises 
to renew the controversy over white vs. leaded gas- 
line. This time some of the engine manufacturers 
are getting into the act. 

Marketers caught in the controversy are growing 
impatient, feel it might be solved by some sort of 
joint industry effort. “We can’t fight this alone,” 
says one. “Why can’t we get an API committee to 
work this out? They could work with the engine 
manufacturers just as they do with the automobile 
companies. This thing just hurts everybody the way 
it’s going.” 

To date there has been no move toward such a 
cooperative effort. The four majors who divide most 
of the small-boat market—Gulf, Esso, Texaco, 
Mobil—have drawn battle lines. The prize is prom- 
ising: Boat owners bought 547-million gal. of gaso- 
line in 1960. Of this, 387-million was used in 
outboards. 


Who’s for What? 


Flying the white-gasoline banner is Gulf, backed 
by one of the larger manufacturers of outboard 
engines, Kiekhaefer Corp. Both charge that tetra- 
ethyl lead and other additives cause clogging of 
spark plugs and preignition in the two-cycle out- 
board engines. 

On the side of leaded gasolines are Esso, Texaco, 
and Mobil. 

Irritating both sides is the fact that some of them 
have to offer both types of fuel. Gulf hedges its 
bets with a super marine which is lightly leaded 
(about 1 cc). Both Mobil and Texaco have had to 
keep their foot in the white-gasoline door because 
of dealer demands. 


What's the Problem? 


The problem is obvious: a multiplicity of prod- 
ucts for marine engines, never a sound economic 
principle. Advertising space has to be split among 
products. Marina installations are much more ex- 
pensive than land installations, and the more pumps, 
the more capital. 

Leaded gasoline seems to be ahead at this point; 
sales of white gasoline are declining. Behind this 
are two big factors: 

1. Until this year, the engine manufacturers were 
engaged in a high-compression race that stresses 
high-octane fuel. Leaded gasoline suits this need. 

2. According to a recent survey by Outboard 
Magazine, 69% of boatmen buy their fuel at a land 
station where white gasolines are usually not 
available. 


One of the keys to consumer choice is the 
recommendation of the engine manufacturers. 
Here’s what the top three outboard manufacturers 
have to say: 

e@ Kiekhaefer Corp.: “Lead poisoning is the most 
common cause of outboard troubles. Most outboard 
owners are familiar with the symptoms of the dis- 
ease, which costs them time, pleasure, and money. 
Few, however, know tnat the cause is gasoline 
which contains leads, compounds.” 

@ Outboard Marine: “We owe it to our customers 
to develop an engine that will operate satisfactorily 
on available fuels and lubricants without major 
damage to the engine. In order to accomplish this 
objective, we have had to carry certain penalties in 
the way of lower compression, heavier pistons, and 
lower power per cubic inch than would be available 
with more closely controlled fuels and lubricants.” 

@ McCullough Corp.: “At the present time we 
specify 90 octane (research) minimum for use in 
our engines. We do not legislate against white gaso- 
line. However, we cannot tolerate the use of a fuel 
that is low in octane even though it contains no 
lead. We appreciate that a good grade of white of 
low sensitivity that rates 80 octane would be satis- 
factory in our engines. We are also just as certain, 
however, that stove gas or other forms of unleaded 
fuel will cause knock.” 


Kiekhaefer is the most militant in its demands. 
It has directed intensive advertising and publicity 
campaigns toward the boat owner, dealer, and press. 
It frequently quotes research figures from a com- 
petitor, Outboard Marine. Now in the works is a 
Texaco laboratory study aimed at proving the Kiek- 
haefer claims inaccurate. 


Signs of the Times E 


Newest evidence of the concern over the con- 
troversy is the sudden rash of new outboard motor 
oils. Esso and others have introduced new oils de- 
signed to be mixed with gasoline for use in the two- 
cycle outboards. Both Kiekhaefer and McCullough 
have introduced private-brand oils in certain mar- 
kets, perhaps encouraged by the report that out- 
board owners purchased 21-million of the total 
25-million gal. of motor oil sold to boatmen last 
year. 

As the battle shapes up for 1961, another factor 
looms on the competitive horizon: the growing use 
of diesel fuel. Moreover, two majors, Shell and 
Phillips, plan to expand their marina operations. 
If there is to be a cooperative industry effort, some 
marketers are saying, it would seem that the time 
is ripe. 
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Focus on Oil Marketing 





SUPERAMERICA’S first outlet is this combination station and car wash in St. Paul, Minn. The second and third are in Minne- 
apolis and Richfield, Minn. Superamerica is the private brand of Northwestern Refining Co., St. Paul Park, Minn. The 
refiner says it will build a chain of 1,000 Superamerica stations in 10 Midwest states in 10 years (NPN—Dec. ’60, p22) 




















GULF O1L’Ss new Neville Island terminal near Pittsburgh, 
Pa., is said to be the largest products distribution point in 
U.S. Control tower (above left) overlooks 20-bay rack. Em- 
ploye in tower (above right) monitors barge loading one- 
third of a mile away by closed-circuit TV. Controls adjust 
for close-up or wide-angle, up and down, right and left 


MOCK STATION of Mobil Oil Co., built in a New 
Jersey warehouse, displays new equipment side- 
by-side with the old. Here division managers and 
other officials see and hear about what’s coming 
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Taxes vs. ‘Gas’ Sales 


Federal officials deny oil's claim 
that high taxes cut gasoline sales 


FEDERAL highway officials don’t go along with 
the oil industry’s claim that high gasoline taxes are 
cutting fuel consumption. They say taxes have a 
temporary effect on fuel sales, but don’t affect total 
purchases in the long run. 

Oil marketers are sure to hear this case at federal, 
state, and local levels as bills come up for higher 
gasoline taxes. They can get ready for it by looking 
over this statement by the Bureau of Public Roads, 
presented recently to the Highway Research Board 
by Edwin M. Cope and Laurence L. Liston. 


“ 


e@ “... While an increase in the gasoline tax is 
anticipated and does have a temporary effect on 
fuel sales, these are only fluctuations in time-of- 
purchase, rather than in the total amounts pur- 
chased. There appears to be no discernible long- 
range effect. 


e@ “ ... Gasoline taxes when considered as a 
form of toll, are far lower than rates that the public 
has for some time willingly accepted for the use of 
toll roads. 

e “.. . Gasoline tax is a smaller portion of 
owning and operating a vehicle than was the case 
20 years ago, and . .. this has been true for 19 of 
the past 20 years. In relative terms, the tax has been 
reduced. 


e “... The total of state and federal gasoline 
taxes accounts for a small portion, 7% of the total 
cost of owning and operating a vehicle, and . . . each 
increment of 1¢ of gasoline tax accounts for only 
about two-thirds of 1% of that cost. 


“These charges are so low that it seem unreason- 
able to attribute great economic impact to them. 


“. . . There is good reason to feel that the so- 
called ‘compact’ cars are nearer, in power and size, 
to the type of automobile to which the American 
public had previously been accustomed, and that 
much of the ‘smallness’ of the compacts is simply 
the result of comparing them to the large, powerful 
vehicles of the late 1950s. No substantial part of a 
trend to compacts could logically be attributed to 
gasoline taxes. 

“The weight of evidence from the application of 
these tests of logic leads inevitably to the conclusion 
that the gasoline tax at any rates as yet encountered 
or in reasonable prospect cannot have a measurable 
effect on the amount of gasoline used on highways. 


“. .. Any reduction in the gasoline tax as a 
source of revenue for highways could, in the long 
run, restrict highway capacity to the point that the 
potential use of highways could not be realized, 
thus starting a vicious circle of increased highway 
congestion, reduced highway funds available, and a 
resulting increase in vehicle operating costs despite 
any reduction in the gasoline tax.” 


oe In case you missed it... 


PSocony Mobil has filed suit in federal court 
against George C. Debney, a former high official 
at its 220,000 b/d Beaumont, Tex., refinery, and 
against a local contractor. The suit charges that 
Debney got kickbacks from favored contractors. 
Amount of damages is not specified. 


>Sen. John O. Pastore (D., R.I.) and eight other 
New England senators want a voice for consumers 
in any national fuels policy. They say mandatory 
import controls are costing New England consumers 
$10-million extra this year. 


>American Petrofina has hired Weiner and Gos- 
sage, San Francisco, as its new advertising agency. 
Standard Oil (N.J.) has named Needham, Louis 
and Brorby to handle its institutional account, for- 
merly done by Ogilvy, Benson and Mather. 


Stepan Chemical, Northfield, Ill., announces plans 
to manufacture tetraethyl lead and tetramethyl lead 
under an agreement with Soc. Lavorazioni Organ- 
iche Inorganiche of Italy. The two antiknock ad- 
ditives are now produced in this country by Ethyl 
and Du Pont. 


>Toronto, Ont., may be the next large city to con- 
vert its buses from diesel oil to LP-gas. The Toronto 
Transit Commission is studying the feasibility of a 
switch. 


>Compania Petrolera California Inc., wholly 
owned subsidiary of Standard of California, is 
building 10 service stations in Puerto Rico now, 
plans a chain. 


Gasoline octanes in January ran 99.3 octane for 
premium, 92.6 for regular, Ethyl reports. Premium 
was the same as a year earlier, regular was 0.3 
octane higher. 


>The travel-development committee of the Ameri- 
can Petroleum Institute is doing a research proj- 
ect now to determine advertising plans. Findings 
will be reported at the annual API meeting in 
November. 


> Dealer turnover the first six months of 1960 was 
about the same as it was for the same period in 
1958 and 1959, reports the American Petroleum 
Institute. Turnover at more than 100,000 dealer- 
operated stations owned or leased by supplying 
companies was 3.7% for terminations beyond the 
control of the supplier or dealer, 10.2% for termi- 
nations occurring for all other reasons. 


>The U.S. Patent Office’s appeal board has re- 
jected British American Oil Co.’s application to 
market gasoline under the trademark “Velvet 98.” 
The board said the name resembles “Velvet P,” 
issued to another company (unnamed) for lubricat- 
ing oils and greases. 
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Behind the Pricing Plan 
That Jolted Midwest Markets 


Shell's ‘TAP’ rocked Chicago and Detroit with sharp tank-wagon cuts. 
It's no experiment, says Shell, but a carefully thought-out policy 


HELL OIL’s ‘TAP’ (Trading-Area Plan) looks 

like another pricing breakthrough. It’s a version 

of the area concept, a dynamic force in pricing 
since early last year.* 

Shell introduced its TAP system in Chicago and 
Detroit late in January. The plan eliminates dealer 
discounts in favor of a “realistically low” tank- 
wagon price, aimed at making dealers fully com- 
petitive on all fronts. It operates over predeter- 
mined trading areas that are relatively small. 

The TAP system breaks from the high tank- 
wagon level that prevails in much of the Midwest. 
In introducing it with sharp tank-wagon price re- 
ductions, Shell broke with the pattern of price 
leadership established half a century ago by Stand- 
ard of Indiana. Initial cuts ranged up to 3¢ gal. 

Shell says TAP is not an experiment, but the 
application of a new philosophy after months of 
study, prompted by steadily deteriorating price 
conditions. 

Here’s why Shell developed TAP and how it 
works: 


Object: To Be Competitive 


Shell says it became convinced that prevailing 
tank-wagon levels in Chicago and Detroit were not 
realistic, because private-branders were dropping 
their postings well below major-brand postings. In 
many markets they built up spreads of up to 8¢ gal. 
and drained off substantial gallonage, says Shell. 

The object of the TAP system’s sharply reduced 
tank-wagon prices is to shrink the private-brand 
differential so Shell dealers will be more com- 
petitive. “It’s better to have a lower percentage of 
return than no return at all,” says a Shell pricing 
man. 

Shell says there’s no magic figure for the differen- 
tial. It may be reduced to 2¢, 1¢, “or we may even 
feel we must meet them on the nose.” 

Adds Midwest marketing vice president P. C. 
Thomas, “We are trying to be reasonably and in- 
telligently competitive. We feel preservation of 


*For background on area pricing, see NPN—Apr. °60, 
p155 (“New Insights Into Pricing”); Nov. 60, p98 (“Wide- 
Area Pricing—What It Means to Marketers Today”); Dec. 
60, p100 (“What Area Pricing Is Doing to the Caro- 
linas”); Jan. 61, p21 (“The West: May the Best Plan Win”). 
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dealers and jobbers is most important. We move 
with extreme care because any careless approach 
can be destructive, not constructive. 

“We don’t want to do anything that can be con- 
strued as predatory.” 

The TAP Philosophy—Base of the TAP system 
is Shell’s trading-area concept, now about 15 
years old. Under the concept, a trading area is 
determined by what Shell calls “areas of influence.” 
A group of stations that feel each other’s effects 
constitute such an area. Proximity is not neces- 
sarily a factor: Stations on opposite sides of an 
arterial might not be in the same area of influence, 
because there would be no interaction. 

In Chicago and Detroit, there are hundreds of 
trading areas. Under TAP, each may have its own 
tank-wagon price. Shell appraises the situation in 
each area, determines the action of others, and 
feels it must conform with the conduct of the area. 

Core of the new philosophy is Shell’s feeling of 
the need to appraise each area hard and move 
fast to meet changing conditions. 

The motivating force is the increasing inroads 
of private-branders. Shell feels the existing tank- 
wagon level has been an umbrella for them, and 
that some of their postings have dropped unrealis- 
tically low. The result, says Shell, is that the pri- 
vate-branders—not Indiana Standard or any other 
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How to Figure Private-Branders: 
Study Department-Store Tactics 


AFTER STUDYING the Chicago market, 
Shell Oil feels there’s a parallel between the 
performance of private-branders and the dis- 
count houses which undersold the city’s big 
department stores. 

Discounters Polk and Korvette took mich 
business away from Marshall Field and Car- 
son Pirie Scott over recent years. It wasn’t 
until Field and Carson began matching the 
Polk and Korvette prices that they ceased 
losing volume to their cut-rate competitors. 
But by pricing at lower levels, offering good 
merchandise and service, they were able to 
impress customers that they could enjoy 
bargain prices at the “name” stores too—and 
that cut raters had nothing more to offer. 

Shell took a leaf from that book in devis- 
ing its TAP system. 











(Begins on page 95) 


major—have become the market leaders. In effect, 
TAP reorients Shell’s pricing response on that 
. basis. 

Impact of the Plan—Here’s what happened in 
Chicago and Detroit when Shell unveiled the TAP 
system: 

In Chicago, major-brand postings had shown 
33.9¢ gal. for regular (including taxes), with a 
large minority of major dealers at 30.9¢. In some 
areas, private-branders had dropped as low as 
25.9¢. Shell’s tank-wagon reductions varied from 
trading area to trading area, depending on the 
competitive spread. Generally, the reductions put 
Shell dealers within 2¢ of most private-branders. 
Gradations in postings continued throughout the 
roughly 100 Shell trading areas in Chicago. 

In Detroit, postings had shown 33.9¢ for 
majors and 28.9¢ for independents. Then inde- 
pendents moved to 29.9¢ and 30.9¢. Because of 
this, Shell’s tank-wagon cuts fell into two cate- 
gories, recognizing 31.9¢ as the “competitive” 
posting in one area and 32.9¢ in the other. 

For every 1¢ that dealers would have to lower 
pump postings to meet competitive prices, Shell 
reduced its tank-wagon by 0.7¢. 

Shell explains that the same system applies to 
both Chicago and Detroit, but the patterns are 
different because the markets themselves are differ- 
ent. In Chicago there has been greater variety in 
retail postings, and consequently greater variety in 
tank-wagon postings and reductions. In Detroit, 
individual trading areas have been influenced by 
general patterns, so that metropolitan Detroit has 
accidentally been divided into two areas. Con- 


sequently there’s less variance among dealer tank- 
wagon postings. 

“Response has been very good,” sums up Shell. 
“In Detroit, many dealers had requested that we 
do something helpful. In Chicago, 99% of the 
dealers went along with this immediately.” 

Reaction—Competitors were jolted by the im- 
pact of Shell’s plan. Said one, “This will either 
tear this market down in a hurry or get this Chi- 
cago mess straightened out. It’s time for a show- 
down.” 

Said another, “This was bound to come. Stand- 
ard has always held the umbrella up for inde- 
pendents here, and it’s been getting mighty expen- 
sive. The umbrella had to collapse. I think this is 
the beginning.” 

Many marketers expressed fear that Shell’s cuts 
would back up into wholesale levels, forcing them 
down. 

In Detroit, many competitive dealers immedia- 
tely cut prices 1¢ gal. to stay below lowered Shell 
prices. A Shell man there says at least 300 major 
outlets in the city have been underselling Shell 
stations for the last few months. 


What's Ahead 


Many marketers feel Shell’s bold action heralds 
the beginning of a move toward more realistic 
tank-wagon prices in the Midwest. They believe 
this ties in with trends in other parts of the country 
where area pricing plans like Mobil Oil’s are being 
tried.* 

Shell says its TAP policy will be applied where 
Shell feels it is needed in the Midwest, but there’s 
no timetable. 

“We don’t have any fixed approach as far as 
markets go, such as Twin Cities, Milwaukee, and 
so forth,” says Shell. “The general philosophy can 
apply to any city, town, village, or hamlet. But we 
don’t say that each has to be treated alike. We 
evaluate all conditions, labor, capital investment, 
and other factors.” 

Shell doesn’t believe a strong market position 
is essential to its plan (it ranks second in Chicago 
and fourth in Detroit, by unofficial estimates). 
“We could apply this in any trading area, even if 
it had only one station in an outlying area, if we 
felt the conduct called for action.” 

Shell has no jobbers in the Chicago and Detroit 
areas, but will adjust its system accordingly when 
applied to markets where Shell uses jobbers. ® 


*Shell doesn’t compare its plan to Mobil’s, claiming it 
represents a different approach. Mobil thinks in terms of 
broad areas embracing many distinct trading areas, while 
Shell feels the integral trading area is important and must 
be considered as an entity. 

The essence of each plan is “realistic” pricing, however, 
taking into account all factors and conditions affecting 
an area. Both plans entirely exclude dealer subsidies. 
Viewed in perspective, most marketers feel the plans have 
more essential similarities than differences. 


NATIONAL PETROLEUM NEWS °* March, 196] 





THE LIGHTER SIDE 








“GAS, OIL, AND TRIM THE LAMP WICKS, PLEASE” 


THE BRIGHTER SIDE... 


Special service is what you give, and special service is 
what you get .. . when you are supplied by Ashland Oil 
& Refining Company. As the nation’s largest independ- 
ent supplier of petroleum products, Ashland Oil under- 
stands and respects your independence. Here are just a 
few of the benefits you get from a working agreement 
with us: 


@ You get to do your job without interference. 
@ You get effective merchandising plans and selling tools. 


@ You get products of the highest quality . . . developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 


For complete information on how Ashland’s sales pro- 
gram for independent marketers can benefit you . . . write, 
wire or phone us today! 


the independent Supplier for Independents 


“ 
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ASHLAND OIL & 


REFINING COMPANY 


Home Office: Ashland, Kentucky 
ALTON, ILL., 528 Henry Street-—BUFFALO, N. Y., 800 
Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 
—CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 
CLARKSVILLE, IND., 214 Center Street—CLEVELAND, 0., 
Standard Bldg. —DETROIT, MICH., Dearborn P. 0. Box 
6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 
0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202S. Third Street-—NASHVILLE, TENN.,5 MainStreet 


—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 





£ Propucts 














FOR FUEL OIL DELIVERY: 
1% in.—AA 4177 
1% in.—AA 4161 


ALUMINUM SWIVEL 
1% in.—AA 4188-125 
1% in.—AA 4188-150 


Order your trial nozzle by number 


Balanced action of new lightweight aluminum nozzle permits 
opening against 150 psi pressure with only one finger, is 


| : adjustable to various closing speeds without removing the 

’ a: nozzle from the hose, provides shockfree and leakproof 
| closing under all operating conditions. Full streamlined area 

a at all points offers unrestricted rate of flow under all operating 

| pressures. And new lightweight aluminum swivel with nylon 


bearings can be supplied to eliminate kinks, twists or damaging 
tensions on the hose. 
Take advantage of this introductory offer! Try one of the 
FOR AIRCRAFT SERVICING: new nozzles for two weeks. If you are not entirely satisfied 


1% in.—AA 4171-5 with its operation, return it for full credit or refund. 
2 in.—AA 4158-5 


Order your trial nozzle by number 


PHILADELPHIA VALVE COMPANY 


ARAMANGO -AVENDE AND EAST TIOGA STREET, PHULADELPHUA SA... PA. 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « OIL MARKETING EQUIPMENT 
COMPANY,325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE,LOS ANGELES 11,CALIF. 
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Fuel Oil 


Here's the New One-Roof Setup 


50 members—elected 

20 from Marketing- Board of Directors: 
Distribution Div. 

20 from Promotion- | 
Communications Div 

10 from Equipment-Technical Div. 





Unified oil-heat group 
is off the ground now. 
Here's how it will work 














15 directors—elected by directors 
6 from Marketing-Distribution Div. 
6 from Promotion-Communications 


Executive Committee: 











Aw ORGANIZATION for oil 
heat is a reality at last. 

The centralized operation came 
alive in mid-February, following 
membership approval by two trade 
groups, Oil-Heat Institute of America 
and National Fuel Oil Council. Before 
that, boards of both groups approved 
constitution and by-laws setting up the 
organization (shown in chart at 
right). 

The new one-roof organization will 
enable the industry to put unified ef- 
fort into promotion, research, techni- 
cal education and dealer training and 
development. 

Here’s what is still being done to 
implement the new organizational 
setup: 

e Making the merger official. 
After the membership vote by OHI 
and NFOC, a certificate of merger is 
to be filed with New York’s secretary 
of state. New York will be official 
home of new group. 

e Selecting a president. A three- 
man committee (two refiners and one 
jobber) have about completed that as- 
signment. 

e Selecting the staff. This probably 
will be done by a four-man commit- 
tee (two refiners, two jobbers) in con- 
sultation with president. The staff will 
include managing directors of each 
division. Most of the key staff posi- 
tions are expected to be filled by early 
March. 

e Naming the baby. No formal 
procedure for this task has been set 
up, although some think the job tech- 
nically belongs to the new board. But 
it could also be a committee function 
to select one name or suggest several 
to the board, with the board making 
the final choice. 

e Electing the directors. An inter- 
im board will probably be elected by 
each division, serving until such time 
as the annual election, a date which 
has not yet been decided upon. Posi- 
tion of board chairman to rotate 
among divisions, with first chairman 
probably a jobber. 

The board of directors will have 
50 members—20 from marketing-dis- 
tribution, 20 from promotion-com- 
munications, 10 from equipment-tech- 
nical. These members will elect 15 of 
their number to form the executive 
committee. 
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Officers: 
5 





Board chairman 
(elected by directors) 





| 








President 
(appointed by directors) 








| 


Div. 
3 from Equipment-Technical Div 





Vice chairman 
(at least 2 elected by directors) 











4g president con also be treasurer) 








l 





Secretary 
(appointed by directors) 











Vice President 


(One or more to be appointed by direc- 
tors. Shall be managing directors of 
divisions.) 


' 
‘ 
i 





Treasurer 
(appointed by directors) 























Promotion- 
Communications 
(similar to National Fuel Oil Council) 
Members: Crude oil producers and 

fuel-oil refiners 

Dues: set by directors 

Supervision: Advisory Council of | 
delegate from each refiner; and 5 
from Marketing-Distribution and 5 
from Equipment-Technical named by 
directors. Council chairman is division 
chairman. 

Activities: Cooperative promotion 
programs on same basis as NFOC pro- 
gram, plus national advertising. Raise 
funds to match funds raised locally 
in all except Far-Western Region of 
Marketing-Distribution Div. This group 
to negotiate for own promotional 
funds with own suppliers, but will 
shore in cost of national advertising 


Divisions: 

















Equipment-Technical 


(similar to OHI's manufacturing 
division) 

Members: Makers of oil-heat equip- 
ment and accessories, and accessories 
used in measuring, storing, delivering 
and transporting fuel oil. 
Dues: $200 to $1,750, based on net 
sales. 
Supervision: Advisory Council of | 
delegate from each manufacturing 
member; and 10 from Promotion- 
Communications and 10 from Market- 
ing-Distribution named by directors. 
Council chairman is division chairman. 
Activities: Develop educational pro- 
grams; recommend changes to codes, 
recommend new codes; develop stand- 
ards for testing, developing and op- 
erating oil-heat equipment and acces- 
sories through all government levels 
and Board of Fire Underwriters. 


Marketing- 

Distribution 
(similar to OHI's distribution division) 
Members: Oi! and oil-heat equipment 
wholesalers and retailers, other than 
refiners. Can be chapter members or 
associate members where no chapters 
exist. 


Dues: $7.50 yearly for chapter mem- 
bers, $15 yearly for associate mem- 
bers. 

Supervision: Advisory Council of | 
delegate from each chapter; and 5 re- 
finers and 5 manufacturers named by 
directors. Council chairman is division 
chairman. 

Activities: - Jobber educational pro- 
grams; studies, analyses of operation 
techniques for jobbers; management 
clinics; develop, distribute sales aids; 
prepare manuals on management, 
sales, service, installation procedures; 
continue OHI's insurance program; co- 
operate with Equipment-Technical Div. 
on codes, ordinances affecting jobber 
marketers. 











Research 
(takes over function that now is part 
of fuel-oil committee of American 
Petroleum Institute) 
Members: Any member of other di- 
visions active in research 
Dues: None. 
Supervision: Advisory Council of 15 
from Promotion-Communications; 5 
from Equipment-Technical; 5 from 
Marketing-Distribution, all named by 
directors. 
Activities: Conduct basic research on 
oil-heat equipment and new uses for 
fuel oil; collate and distribute data on 
work being done. 
































You build more sales with signs of PLEXIGLAS 


Nowhere is dramatic, eye-catching trademark repro- 
duction more important than at the service station 
itself. Here, all advertising and promotional effort 
comes to a head at the point of sale. Here, signs must 
stand out brilliantly to meet today’s competition— 
to catch the attention of people on the move. 


That’s why oil companies use PLEXIGLAS® acrylic 
plastic for signs, wall letters, facades, island lighting 
—and are constantly developing new uses—at service 
stations. Colorful and legible by day, PLEXIGLAS 
signs are completely luminous from internal lighting 
at night. Trademarks are accurately reproduced. 
What’s more, PLEXIGLAS is strong, rigid . . . has 
time-proved weather-resistance and keeps sign main- 
tenance costs low. 


Learn how PLEXIGLAS can build more sales for you. 
We will be glad to send you our full color brochure, 
“PLEXIGLAS for Signs” and arrange a showing of 
our 20-minute color film, ‘‘The Sign of PLEXIGLAS’’. 


HAAS & 


PHILADELPHIA S,PA. 


In Canada: Rohm & Haas Company of Canada, Ltd., West Hill, Ontario 


PLEXIGLAS 
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Fuel Oil 


New Farm Use for Heating Oils 


Here’s how a rural marketer finds growth and profit 
in a service that farmers need and vets endorse 


OE Hossins, Champlin Oil con- 
signee in Neola, Iowa, has a spray 
service farm folk like to buy because 
it protects their investment in hogs 
and chickens. It saves them money in 
another way: They have no investment 
of their own in spraying equipment. 

And Hobbins—who is Hobbins Oil 
Co.—likes to sell this service because 
it boosts heating-oil sales, puts him on 
the inside track in snagging new farm 
accounts, and paves the way to more 
motor oil and grease sales. In short, 
Hobbins is gaining new accounts and 
keeps the old ones with a service that 
keeps them sold on Hobbins Oil. 

This is important to Hobbins. Com- 
pared to city-area distributors, Hob- 
bins’s 600,000-gal. annual volume is 
small potatoes. Yet in Neola (pop. 
800), Hobbins relies on farm, county 
and local school accounts for his gal- 
lonage. Only recently did he put in his 
first dealer. 


What Spraying Does 


Spraying hog houses with No. 2 oil 
settles dust on the floor and clears up 
mange and scurvy on hog skin. “We 
use No. 2 oil,” says Hobbins, “because 
it’s heavier and settles dust easier.” 

Spraying chicken houses with No. 1 
oil kills red lice. “No. 1 oil is like 
kerosine,” says Hobbins. “It cuts lice 
sharper.” 

In dusty conditions, hogs catch dust 
pneumonia and die. And dust in hog 
houses can get inches thick as hogs 
root in the dirt with sharp hooves. 

Dust can also cause a lung infec- 
tion that causes hogs to hack, or 
cough. Then they refuse to eat and 
don’t put on weight. 

Hogs with mange or scurvy scratch 
against boards and posts and also re- 
fuse to eat. Again the farmer faces an 
economic loss. 

Chickens with red lice refuse to lay 
eggs. Egg production slides down and 
the farmer, depending on egg sales as 
another source of income, loses out. 

Farmers can protect themselves 
against dust, but it’s costly. It means 
concrete floors for hog houses in an 
area where most floors are dirt. 

They can protect themselves against 
hog mange and scurvy with a special 
medicine that must be sprayed directly 


on the hog. But that means money in- 
vested in spray equipment, means mix- 
ing the spray, means hauling spray and 
equipment to remote areas on farms 
where they have hog houses. 

Hobbins did his first spray job four 
years ago when a hog raiser asked 
him to oil down his hog houses. Of 
his lot of feeder hogs, two had died of 
dust pneumonia and all the rest were 
hacking and had scurvy or mange. The 
farmer had used crankcase oil in other 
dust-settling work and thought heat- 
ing oil would do the job in the hog 
houses. Checking days later, Hobbins 
found hacking had stopped, no more 
hogs had died, and mange and scurvy 
had cleared up. “They were real slick 
looking,” he recalls. 


How New Business Developed 


It didn’t take Hobbins long to real- 
ize he had a new way to boost sales. 
Today, he has 30 farm accounts that 
use his spray service. Twenty of them 
have both hog and chicken houses and 
ten have chicken houses. Each is good 
for a spray job twice a year. 

Hobbins figures he’s gained 10,350 
gal. of heating oil a year. The average 
job takes about 125 gal. He’s used as 
much as 165 gal. and as little as 85 
gal. 

All this new business came from 
word-of-mouth advertising by farmers 
and on the endorsement of local veter- 
inarians. Hobbins hasn’t spent a dime 
of his own on advertising. 

One vet’s endorsement runs like 
this: “Joe is using fuel oil; and we like 
to see farmers using it, as it helps cut 
incidence of pneumonia and respira- 
tory trouble in swine.” And while oil 
helps clear up mange and scurvy, the 
vets say, they prefer oil as a carrier 
for the regular mange and scurvy 
medicine they recommend and sell to 
farmers. Where such conditions are 
extreme, Hobbins will mix this medi- 
cine in his oil before spraying. 

The spray service opened the door 
to two new farm accounts. “They 
eventually went 100% with me on 
gasoline, heating oil, motor oil and 
grease,” Hobbins says. Another ac- 
count now only uses his spray service. 
“But I figure to get him 100% one of 


March, 1961 * NATIONAL PETROLEUM NEWS 


Spraying hog pens brings in business 
for agent Joe Hobbins—without over- 
head. Special equipment needed: an 
ordinary garden-hose nozzle (below) 


these days,” he adds. And when he 
does, it will mean 2,200 more gal. of 
gasoline, 1,250 more gal. of heating 
oil, 250 more qts. of motor oil and 
135 more lb. of grease Hobbins will 
sell. 

Hobbins’ spraying equipment is sim- 
ple. He uses a %-in. garden water 
nozzle screwed to the %4-in. end of a 
reducing coupling. The other end is at- 
tached to the nozzle of his heating-oil 
delivery hose. a 
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Fuel Oil 


What's Cooking 
With Natural Gas 


AS OIL-BURNER RESEARCH seeks to catch 
up with competitive fuels, natural gas is moving 
into a new area: thermoelectric power generation. 
That’s generating electricity directly from natural 
gas. 

A big gas utility in Illinois took a step in that 
direction recently when it received shipment of a 
100-watt thermoelectric generating plant. 

' The big goal of thermoelectric power, of course, 

is the home market. The ultimate goal would be 
the all-gas home, with gas changed into electric 
power by one of these generators. 


But, as Dr. Spencer Milliken says, that’s still to 
come. Dr, Milliken, of the thermoelectric research 
dept. of Northern Illinois Gas Co., says thermoelec- 
tric power for home or industry is worthwhile 
“only where waste heat is available or where nor- 
mal electrical power is not available. Thermoelec- 
tric generators,” he says, “are limited by physical 
laws to 5-8% efficiency and presently cost $50 per 
watt. This may fall as low as 50¢ per watt in a few 
years.” 

If cost does come down, the generator may add 
$60 to the cost of a gas-fired heating unit. But 
installation costs would go down since electrical 
connections aren’t needed. 

Thermoelectric generators can be used on any 
home appliance where a pilot flame burns 24 hours 
daily. In addition to gas-heat units, this source of 
power then becomes available for such gas-fired 
appliances as clothes dryers, hot-water heaters, 
refrigerators, incinerators, and air-conditioning 
equipment. 

Adds Dr. Milliken, “We are actively researching 
a gas-fired home furnace with such a generator 
placed in the flue. We would use waste heat to 
generate, say 200 watts, enough to run a %4-hp. 
motor and control system. If the furnace runs 12 
hours a day for six months, savings (on electric 
power) begin at about $10 a heating season and 
go up from there.” 

While most of this sounds like more competition 
for oil heat, the main point of gas interest in thermo- 
electric power is as a defensive weapon against elec- 
tricity used in homes, including electric heat instal- 
lations. 

Currently, Northern Illinois’ 100-watt thermo- 
electric generator, is being added to its 10- and 
20-watt units to provide additional cathodic pro- 
tection to its pipe lines, generating electricity from 
gas taken from the line, Even on this duty, these 
generators can’t operate at their highest tempera- 
ture because annealing, corrosion, oxidation, and 
loss in reliability would result. 








Fashion 


SPINACH? 
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Memos for Fuel-Oil Men... 





group of new buildings going up in 
the center of the city. But, Better 
Home Heat Council says, the rates 
charged for this service are not 
regulated by the state’s Public 
Utilities Commission. State law 
does not put this service under 
PUC jurisdiction. 


POil-Heat Institute of Western 
New York is picking up the tab 
for a community-service program 


over a Buffalo, N. Y., radio station. 
It is sponsoring the broadcast of 
traffic conditions from a heliocopter. 
In addition, it is awarding free 
weekly rides in the machine and 
will use the ‘copter for other oil- 
heat promotion activities. 


>A New York heating-oil jobber’s 
“get acquainted” offer to new ac- 
counts includes 50 gal. of oil free 
and a three-year burner service 
contract for $25, generally the 
cost of a one-year burner service 
contract. 


> Oil-heat advertising isn’t confined 
to grocery or supermarket bags. In 
its 1961 sales kit for jobbers and 
resellers, Mobil Oil has included a 
waterproof newspaper bag that its 
accounts can use to get their oil- 
heat message or service message 
delivered to the home. Jobbers 
using this promotion idea will have 
to work out details with local 
newspapers or news dealers. 


This Month's Features for Fuel-Oil Men 


Fuel-oil dealers fight city tax on oil 

Boston heating-oil jobbers to spend $257,000 on ads 
How the rugged winter hit heating-oil men ........ 
How the ‘one-roof’ organization stacks up now .... 
New farm use for heating oil .. . 

What’s cooking with natural gas . . 

How a hauler doubles truck payload 

How Conoco’s moving to bottom loading . . 


>A utility in Hartford, Conn., is 
going to furnish central steam-heat 
and air-conditioning service to a 





A world-famous couturiére said it was, in a book called 
“Fashion is Spinach” that is still remembered. The 
fickle turns of fashion are a sham, she said, hastening 
obsolescence. Clothing could and should be designed 
for years of prideful wearing, not for just a passing season. 


Gilbarco builds gasoline pumps with similar conviction. 
A well-designed gasoline pump — an eye-pleasing union 
of line and sculptured contour — should not, and does 
not, become outmoded. Only the ordinary goes out of 
style, becomes a passing fashion. 


Gilbarco gasoline pumps are designed for enduring 
beauty of appearance, combined with enduring depend- 
ability. They are your wisest choice for a truly long- 
lasting pump investment. 





GILBERT & BARKER 
MFG. COMPANY 
WEST SPRINGFIELD, MASS. TORONTO, CANADA 
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Straight talk about LEWMGX heating 
and air conditioning for service stations 


/f you are planning year’round air con- 


ditioning for one location or hundreds, 
this interview will be of interest to you. 


A year ’round Lennox air conditioner was recently 
installed in this Midwest service station. To determine 
how the unit was performing, an on-the-spot interview 
. was held with Mr. Tom Suhr, the station proprietor, 
and Mr. Ed Owens, the Lennox representative. 


Question: ‘‘Do you have a joint heating and air con- 
ditioning unit’’? 

Answer: ‘‘No, they are separate units operating off 
the same thermostat.”’ 


Question: ‘“‘Mr. Owens, tell us a little about the unit 
itself; how it operates, its size and model number.” 
Answer: “It is an air-cooled, 3-ton unit completely 
waterless and self-contained. It is hermetic, independent 
of the heating. 

‘‘The heating unit is composed of a gas powered burner 
in the body of an OS5-189 Lennox Srowaway fur- 
nace. It not only heats the reception area, or office, 
but heats the two bay areas as well. The thermostat is 
located in the office area and controls the entire opera- 
tion from that point. The gas-fired power burner has 
automatic ignition and automatic safety controls.”’ 


Question: ‘“‘Would you go into the automatic ignition 
and controls a bit further.” 

Answer: “The burner electrodes ignite the pilot which, 
in turn, ignites the fuel. It has an automatic device on 
it that, on failure to ignite, will discontinue the fuel 
from entering the burner itself. Jt is an application 
strictly for this type of job.”’ 

Question: ‘How is the heat brought into the office and 
work areas’’? 

Answer: “The system is based on a forced-air principle. 


It has a blower that distributes the air equally through 
registers and duct work into the office and work area. 
During cold weather, the unit runs almost continuously 
on blower operation to keep the temperatures from 
floor to ceiling even, without stratification.”’ 
Question: ‘‘Mr. Owens, does the automatic thermostat 
have any unique features’”? 

Answer: “‘By simply pushing a button on the thermo- 
stat, there is an automatic change-over from heating 
to cooling, and vice versa.” 


Question: ‘“‘Mr. Suhr, what are your maintenance and 
operating costs’’? 

Answer: “We have not had any maintenance costs at 
all, and the operating cost is very nominal.”’ 


Question: ‘“‘What benefits have you derived from this 
installation’’? 

Answer: “Of course, heating is a necessity during 
winter, but we are one of the few stations in this area 
with central air conditioning. Some stations have win- 
dow units which are not as effective. Salesmen or 
businessmen who have paper work to do, come into 
our air conditioned office to do their work while waiting 
for their cars. Instead of getting a simple $1.50 lubri- 
cation job, which they may have come for, we some- 
times do more work for them.”’ 


Question: ‘‘What kind of service have you received 
from the installer of the unit’’? 

Answer: “The local Lennox dealer installed the unit. 
Their service has been excellent, and they even stop 
by occasionally to see how things are.”’ 


FOR COMPLETE INFORMATION ABOUT 
LENNOX HEATING AND COOLING EQUIP- 
MENT AND SERVICE, CALL YOUR NEARBY 
LENNOX OFFICE, OR WRITE LENNOX INDUS- 
TRIES INC., 000 S. 12TH AVE., MARSHALL- 
TOWN, IOWA. 
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why the regional engineer chose | 


LENNOX 


This was an interview with the 
assistant regional engineer of the 
company that owns the station. 


Question: ‘‘Are you the person who decides on the 
type of heating unit to install in a service station’’? 
Answer: “Our office decides on the particular 
brand; however, our Chicago engineering depart- 
ment has an approved list which contains all of 
the quality manufacturers.” 


Question: “Can you give me some reasons why you 
chose Lennox’’? 


Answer: “We have known for a long time that 
Lennox is a quality product. We also insist on good 
local service. Lennox is excellently represented by 
the local Lennox dealer, and that is one of the 
main reasons why we decided to use Lennox.”’ 


THERE ARE OVER 5,000 LENNOX DEALERS READY 
TO SERVE YOU. THEY ARE BACKED UP BY 200 
FIELD ENGINEERS AND 22 NATIONAL ACCOUNT 
SPECIALISTS. 


Dont be satistied with less than 


LENNOX 


HEATS * COOLS + TREATS AND MOVES AIR 


iN HOMES iN CHURCHES IN SCHOOLS 
LENNOX INDUSTRIES INC., FOUNDED 1895—MARSHALLTOWN AND DES MOINES. 


SYRACUSE, NEW YORK; DECATUR, GEORGIA, FT. WORTH, TEXAS; SALT L 
CALIFORNIA. LENNOX INDUSTRIES (CANADA) LTO.—TORONTO, MONTREAL, CALGARY, VAN 
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How to Get 
More Out of 
Your Facilities 


Take a look at your marketing facili- 
ties—storage, rolling stock, office, 
salesroom, stations. Ask yourself if 
you re getting maximum payout from 
your plant, utilizing ideas like these: 





Combining station with bulk 
plant, tying island dispens- 
ers directly into bulk tanks. 


Details on page 106 


Getting two-way payout on 
truck hauls — oi] one way, 
non-oil products the other. 


Details on page | 10 


Combining office, station 
and salesroom, al! on one 
in-town lot for visibility. 


Details on page 112 


Maximizing station sales 
and repair potential, by 
making them separate, spe- 
cialized operations. 


Details on page 114 


Sound interesting? To see how to do it, take 
a look at the next nine pages > B 








Why More Jobbers Are Building 
& 


These installations look 
like conventional stations, 


but they're not . . . . They're bulk plants, too. . 


These stations have no storage of their own. Island dispensers 
are connected direct to bulk storage by piping. The arrangement 
saves money. Here’s how and why these jobbers are doing it 
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Bulk Plants and Terminals 





Bulk Plants for Dual Use 


b de CAN SAVE MONEY by combining a bulk 
plant and service station. A lot of jobbers 
are doing it. 

And you can save even more by piping product 
direct from bulk storage to the station dispensers. 
You need no tanks for the station itself; often you 
can use the pumps that power your loading rack 
to push product to dispensers. 

Economy is a big angle, but the setup is effec- 
tive in other ways, too. 

Jobbers using it in different parts of the country 
include: 

e@ Tallman Oil Co., Phillips jobber in Fargo, 
N.D. 

e@ Haltom-Murphy Oil Co., Waco, Tex. For- 
merly a Phillips jobber, now with Humble. 

e@ Mercatoris Oil Co., Esso jobber in Mead- 
ville, Pa. Its bulk plant is on stream, and the sta- 
tion will be ready by June. 

In addition, jobbers in Arlington, Terrell, and 
Tyler, all in Texas, are putting up similar plants. 


Why Jobbers Like the Idea 


Reasons for building plants of this type vary 
with each jobber and the conditions in his market. 
Here are the major ones: 

@ To tap a new rural market. Bob Tallman, the 
Fargo jobber, was looking to expand. He was serv- 
ing one farm area from a bulk plant 15 miles 
north of his home base. He had his eye on Hawley, 
Minn., a town of 1,500 population, about 30 miles 
to the east. 

He wanted to give this new area the full treat- 
ment: (1) sell gasoline, motor oil, heating oil, 
greases, and TBA to farmers by direct delivery to 
their yards through a tank-wagon commission 
agent, and (2) get farmers acquainted with Phillips 
products and his brand of service so that they 
would automatically go to his station when they 
came to town. 

@ To keep construction costs down. Phil Hal- 
tom, manager of the Waco jobbership, says his 
combination bulk plant and truck-stop station, plus 
office and warehouse space, cost him $70,000. He 
knows that other truck-stop outlets in his area 
without bulk plants cost close to that, or go over it 
He plans to build a restaurant on land not used by 
the station. “You have to try to do all you can with 
a piece of property,” he says. 


Tallman’s dual-purpose layout, which includes 
a two-bay station, dealer salesroom, and a com- 
bination garage and warehouse for farm account 
supplies, cost $40,000. “It would have cost me 
another $2,500 at least to put in separate storage 
for the station,” he says. 

Morris Mercatoris, vice president of the Mead- 
ville jobbership, estimates he’s saving at least 
$5,000 by doing away with station storage. 

e@ To keep equipment costs down. While these 
dual-purpose plants use the more costly remote- 
pumping systems, the remote pumps (in all but 
Tallman’s case) supply the station and load trucks 
at the rack. Had conventional pumping been used, 
investment in pumps, piping, and electrical systems 
would have been higher. 

e To make the station more attractive to the 
dealer. By letting the dealer draw product from 
bulk storage, Tallman saves another $3,200 in 
working capital that would have been used for 
gasoline inventory in a conventional station. Says 
Tallman, “This makes it a better deal for the dealer 
since he doesn’t have to invest any of his money in 
light refined product, and we don’t have to finance 
him for that amount.” Tallman’s dealer settles up 
weekly with the commission agent on the basis of 
totalizer readings on the dispensers. 

e@ To reduce product-handling and transporta- 
tion costs. With conventional plants and stations, 
jobbers would be delivering product by transport 
for the bulk plant, then making return trips to the 
station. Or they could use a tank-wagon truck to 
haul product from bulk storage to station storage, 
a distance of about 300 ft. at the most. In the latter 
case, time would be spent in loading the tank- 
wagon truck and in unloading into station storage. 
In Tallman’s case, where he uses a 1,200-gal. com- 
partmented truck for farm service, several trips 
would be necessary to fill station storage. Using the 
truck for such duty would cut into the farm- 
account delivery schedule. 

Haltom-Murphy’s bulk plant is used mainly for 
station storage. The loading rack was added so that 
two subjobbers could load gasoline they deliver to 
farm accounts. “Bulk storage in itself was not wha* 
I needed,” Haltom says. “I’m near enough to a 
pipeline terminal to deliver direct to most of my 16 
station accounts.” 

e To overcome flood hazards. The new Merca- 
toris station is near a creek that has flooded the 
area two or three times in the last 10 to 12 years. 
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That’s why overhead bulk storage on steel supports 
is used. 

“If station tanks and bulk storage were under- 
ground,” Mercatoris says, “I run the risk of tanks 
popping out of the ground if there’s a flood. When 
that happens, it can cost up to $5,000 to put them 
back in again. Or you can strap tanks in the ground, 
but that’s expensive. I’ve paid as much as $400 to 
strap one station tank.” (A concrete footing is put 
in the tank pit, and upright steel rods are imbedded. 
With the tank in the hole, 3-in. steel bands are 
placed over the tank’s top and bolted to the rods 
in the feoting.) 

If a flood comes, cleanup work is easier, and the 
station can be back in service quicker. “And we 
‘ don’t have to worry about water getting into the 
tanks,” Mercatoris adds. 


How Dual Plants Are Equipped 

Gasoline storage at Hawley consists of one 12,- 
000-gal. tank for housebrand gasoline and an 
8,000-gal. tank for premium. In Waco, three 
8,000-gal. tanks are used, one each for premium, 
regular, and diesel fuel. (Although a Humble job- 
ber, Haltom-Murphy doesn’t handle superpremium 
yet.) At Meadville, five 10,000-gal. tanks are used, 
two each for regular and premium and one for 
superpremium. 

Heating-oil storage capacities vary. Hawley has 
two 17,000-gal. aboveground tanks, one for each 
grade of oil. Mercatoris has one 10,000-gal. tank 
for No. 2 oil. At Waco, heating oil isn’t handled. 

In all cases, jobbers use Tokheim submersible 
pumps in gasoline storage tanks. Tallman and 
Haltom-Murphy have Model 55-E pumps, Mer- 
catoris has Model 60-E pumps. Tallman has one 
pump in each tank, Haltom-Murphy has two 
pumps in each gasoline .ank and one pump in the 
diesel tank. The pumps in gasoline tanks are mani- 
folded into one feeder line that serves both the 
loading rack and island dispensers. Wiring is such 
that when the loading rack is in use, both pumps in 
each tank go into action, but when the island 
dispensers are used, only one pump functions. 
Mercatoris manifolds both his regular and pre- 
* mium tanks so that he can use one pump for each 
grade. Superpremium and heating-oil storage each 
have a submersible. 

Tokheim equipment is used on the islands. Tall- 
man has Model 300-RC ums, Haltom-Murphy 
uses Model 448-A units, and Mercatoris plans to 
install Model 455-RC units. At Waco and Mead- 
ville, with the same sets of pumps working the 
rack and dispensers, pressure-reducing valves are 
used in the lines to the dispensers. Because Tall- 
man uses a separate pump for loading, his lines 
do not require these valves. 

Loading-rack speeds at Waco are about 110 
gpm, dropping off slightly when both rack and dis- 
pensers are used. All lines are 2 in. in diameter, 


with 2-in. A. O. Smith S-12 ticket-printing meter 
and 2-in. Oilco 900 A loading arms. 

Meadville’s loading speed is 300 gpm, with 3-in. 
lines, Neptune meters, and 3-in. counterbalanced 
arms. 

Hawley loads at about 75 gpm, normal for the 
area, Tallman says. A Roper pump with dual-twin 
drives hooked to a 3-hp motor loads gasoline and 
heating oil into the truck at the same time through 
2-in. lines. With this setup, Tallman says, it’s im- 
possible to load regular and premium gasoline or 
both grades of heating oil at the same time. “This 
gives us a safety margin, because we can’t load 
gasoline into the heating-oil compartment by mis- 
take and then deliver it as heating oil,” Tallman 
says. Some such arrangement is necessary because 
under Minnesota law, you can carry both products 
in the same truck at the same time if the truck has 
separate piping, meters, pumps, valves, and hose 
reel for each product. 


How’s Business 


Tallman is the only jobber with gallonage fig- 
ures. Haltom-Murphy won’t reveal its figures for 
competitive reasons, and because gallonage is dis- 
torted by a continuing price war in the area. Mer- 
catoris’s station hasn’t opened yet. 

Tallman seems satisfied that he’s doing a good 
job in Hawley although the station has not reached 
its potential of 60,000 gal. a month—35,000 gal. 
through the bulk plant and 25,000 gal. through 
the station. “But I’m not disappointed,” Tallman 
adds. “We figure it takes about seven years for a 
station to hit its potential.” 

When the station opened in October, 1957, gal- 
lonage figures were 7,000 gal. the first month, 
8,000 gal. the second, and 9,000 gal. the third. 
During the same period, bulk-plant sales to farm 
accounts were 16,000 gal., 19,100 gal., and 19,200 
gal. 

Total gallonage for 1958 came to 379,015, 
Tallman says, or an average of 31,584 gal. per 
month. The station pulls an average of 13,198 
gal. monthly and the bulk plant 18,386 gal. 

Total gallonage in 1959 moved up to 469,750, 
a 24% boost over that in 1958. Sales averaged 
over 39,000 gal. per month. The station did close 
to 17,000 gal. per month and the bulk plant more 
than 22,000 gal. 

The dual operation’s gallonage for 1960 came 
to 531,501 gal., a 13% gain over 1959. Monthly 
averages were more than 44,000 gal. for the com- 
bined operation, with the station doing better than 
19,000 gal. a month and the bulk plant averaging 
more than 25,000 gal. 

About 85% of the station gallonage is gasoline, 
15% diesel fuel. Tallman put in a 1,000-gal. tank 
for diesel fuel when he saw the need for it. Bulk- 
plant gallonage is 55% heating oil, 45% gasoline; 
part of the heating-oil gallonage is used as diesel 
fuel. 
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GORMAN-RUPP PUMPS 
DO THE TRANSFER JOBS FOR MARATHON 


At Ohio Oil Company’s bulk storage plant for Marathon 
products in Ashland, Ohio, these Gorman-Rupp ‘“O”’ 
Series Pumps deliver the goods on three vital assign- 
ments: 

1) Transfer Marathon petroleum products from trans- 
port trucks to above-ground storage tanks. 2) Pump 
from storage into the transports that deliver the com- 
pany’s products to Marathon service stations or rural 
users. 3) Load the tank wagons that serve consumers of 
Marafuel home-heating oils in the area. 

Wherever you put Gorman-Rupp Petroleum Han- 
dling Pumps on the line, you can count on championship 
performance. Good reasons why! They’re self-priming. 
No check valve. Straight-in suction. Increased priming 
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DANGER © 
NO SMOKING. 


MATCHES OR 
OPEN LIGHTS 


RF DY A 


lift. Simpler design, and only one moving part. 

These exclusive features are proved by more than 
eleven years in world-wide service. On your job, you’ll 
find they add up to increased pumping efficiency, greater 
safety, ability to stay on the line, and far less down- 
time and maintenance over the years. 

How about seeing your Gorman-Rupp Distributor, 
or write us direct for any data or engineering service. 


THE GORMAN -RUPP COMPANY 
305 Bowman Street, Mansfield, Ohio 


GORMAN - RUPP OF CANADA, LTD. 


St. Thomas, Ontario 
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Lemmon hauls 19 tons of soda ash in center compartment on one leg, 6,200 gal. of gasoline in end compartments on other 


How a Hauler Doubles Payload 


Oil transporter’s new equipment hauls product one way, dry cargo the 
other, to get more out of trucks, add new business. Here’s how 


L EMMON TRANSPORT Co., oil transporter based 
in Marion, Va., thinks it has the answer on 
how to cut down much of the non-revenue-produc- 
ing (dead-head) mileage that trucks generally roll 
up on one leg of a round trip. 

The common carrier, which has an ICC fran- 
chise to serve seven Southern states and the District 
of Columbia, now has two types of specially de- 
signed rigs that can haul one type of product in one 
direction and another type on the return trip. 

“We’ve been interested in solving this dead-head 
problem for a long time,” says Bill Denman, Lem- 
mon’s vice president, “and we’ve really made some 
progress on it in the last two years.” 


What's in Lemmon’s Stable 


Lemmon Transport today operates three special, 
dual-purpose, semitrailer tank transports. Two have 
been used in day-to-day service since they were 
delivered in August. The third, delivered in Septem- 
ber, has been used in test runs, and may be as- 
signed to regular service by spring. 


Units delivered in August are Fruehauf three- 
compartment aluminum tankers. The center com- 
partment is used for dry cargo, and the end com- 
partments are used for gasoline. 

“We use them,” Denman says, “to haul soda 
ash from Saltville, Va., to Charleston, W. Va., 
where we pick up a load of gasoline for delivery 
to bulk plants or service stations on the return trip.” 
The trip from Saltville, which is in the Blue Ridge 
mountains about 15 airline miles from Marion, to 
Charleston is about 175 miles. 

On the outgoing trips, each dual-purpose unit 
hauls 19 tons of soda ash. Little time is lost un- 
loading at Charleston, Denman says, because the 
hopper has an unloading hatch about 2 ft. in diam- 
eter that permits unloading by gravity into a receiv- 
ing bin in five minutes. On the return trip, each 
carries 6,200 gal. of gasoline, 3,000 gal. in the front 
compartment and 3,200 gal. in the rear compart- 
ments. 

Each rig makes five round trips a week, normally 
all with return-trip payload. “About the only time 
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Open compartment has 710 cu ft. of carrying capacity. Sides and ends are made of aluminum. Floor is top of tank 


we haven’t picked up a load for the return trip,” 
Denman says, “is on holidays when the Charleston 
oil terminals are closed.” 

The second type of dual-purpose transport in 
Lemmon’s garage is a four-compartment underslung 
aluminum-tank tandem-axle semitrailer that holds 
7,250 gal. of product. It can carry dry cargo in 
bulk or package on the top of the tank. Payload, 
wet or dry, is 42,600 Ib. Aluminum sides and ends 
three-feet high enclose a 710-cu.ft. area. In test 
runs, the unit has been hauling dry packaged 
chemicals one way and gasoline the other, 

The underslung transport comes from Standard 
Steel Works Inc., North Kansas City, Mo. Accord- 
ing to the manufacturer, the top deck can be used 
to haul coal, lumber, produce, or packaged freight. 
But Lemmon can’t haul all these products because 
they’re not included in its [CC franchise. 


How the Units Save 


Lemmon Transport says dual-purpose rigs have 
these advantages: 
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e@ Operating costs are reduced considerably. 
“We have cut our costs on these two units between 
30% and 40%,” says Denman. 

e@ Deadhead mileage is cut. “Where we had 
50% of our miles deadhead, we now have about 
19%,” he adds. 

e Freight rates are reduced in each direction. 
Denman explains rate reductions are temporary 
until such time as ICC formally makes them perma- 
nent. But reduced rates are an inducement for 
shippers to use the dual-purpose rigs. 

e@ Equipment is more fully utilized. Product can 
be hauled in either direction with one truck. 

@ New business. Lemmon’s soda ash shipper is 
an example. “Until we came along with the dual- 
cargo units,” Denman says, “this shipper had been 
unable to sell his product in the Charleston market. 
Although he was the closest producer, he was ex- 
cluded from the market because of high transporta- 
tion costs.” Shipping by rail was out, too, because 
of the circuitous route. “He would have to ship 
about 225 miles to reach a market that is only 175 





Transportation 





miles away,” Denman adds. “We were able to offer 
him a rate that allowed him to reach that market.” 

Dual-purpose equipment, Denman says, costs 
more than conventional single-purpose units. Just 
how much more is hard to say right now. Both 
Fruehauf and Standard Steel units are first-produc- 
tion items on which engineering and production 
departments have spent more than the usual amount 
of time. The Fruehauf units, Denman estimates, 
cost about 10%-15% more than standard equip- 
ment, while the Standard Steel unit was bought on 


an engineering- and production-cost-plus basis. 
“When these units are standard production items,” 
Denman adds, “costs will go down.” 

The dual-purpose equipment doesn’t lose any 
payload, according to Denman. “We haul the legal 
limit in gasoline and dry cargo,” he says. One reason 
why there isn’t any loss, Denman adds, is that 
aluminum is used in construction. Tanks and dry- 
cargo spaces are made with it, and also such other 
components as unloading hoppers and piping be- 
tween compartments and unloading manifold. & 





addition, 


ment. In effect, it’s a showcase installation. 


to be finished this month. 


Ave., about three blocks closer to town. 


” 


floor space in the new building, 


display. Neither was possible before. 
As for the station’s prospects Hall says, 


ice job show steady gallonage increases.” 
station, it’s certain, will be one of these. 





THIS JOBBER’s dual-purpose installation combines 
home office with a two-bay service station. In 
there’s a showroom for heating equip- 


It’s the new home office of Como Oil Co., Phil- 
lips gasoline, heating-oil, and LP-gas jobber in Du- 
luth, Minn. The $150,000 headquarters is expected 


In making the move, Como leaves office space 
it has rented for the past 10 years on East Superior 


“We will have about two and one-half times the 
says Myles Hall, 
company president. Fuel, TBA, and oil-heat equip- 
ment salesmen will have separate offices now, and 
there will be plenty of room for heating-equipment 


“ 
Our 
more successful stations do more service work than 
the others. The ones that do a good, thorough serv- 
Hall’s new 


mI 


oo: wi 


Office-Station-Salesroom in One 


How a jobber makes full use of visibility on his new in-town lot 


The outlet’s two bays are 68 ft. deep and will 
be equipped to handle cars and trucks (Como Oil’s 
trucks and others). In addition to grease jobs and 
oil changes, the station will do wheel alignment, 
wheel balancing, brake work, front-end work, and 
quick car wash. 

The new station will have floor-to-ceiling glass 
windows, white brick, and fancy grill work on 
either side of the front. Over the three-pump is- 
land, it will have a reinforced concrete umbrella- 
type canopy supported by a reinforced concrete 
post. 

The roof of the lube bays have been reinforced 
to provide off-street parking for customers’ cars. 
Access to this parking area is from the street be- 
hind the office building, which is level with the 
roof. 

Locating the office-service station at its present 
site puts Como Oil closer to its 60,000-gal. heat- 
ing-oil storage bulk plant. It’s across the street 
behind the building. 

(For more on Como’s new office, see page 32.) 
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(ORONITE 
~ 
presents 


the first 


M mn ashless 
STOR C detergent 


additive 


This new additive offers compounders and oil marketers the opportunity to provide 
their customers better motor oils. It’s being offered alone or in formulations containing zinc 
dithiophosphate known as Oronite 1200 Series lubricating oil additives. 


Developed specifically for low temperature (stop-and-go) gasoline engine service conditions, 
these new additives also provide good high temperature gasoline and diesel performance. 
The low ash content offers better control of engine combustion phenomena with 

resultant lowering of octane requirement increase and reduced surface ignition tendencies. 


Both lab and field tests have demonstrated significent advantages from oils 
compounded with Oronite 1200 Series additives. Why not get the complete story? 
See how the oil products you produce or market can be made more saleable. 





Contact the Oronite office nearest you. 


CALIFORNIA CHEMICAL COMPANY 
ORONITE DIVISION 


EXECUTIVE OFFICES « 200 Bush Street, San Francisco 20, California 
SALES OFFICES « New York, Boston, Wilmington, Chicago, Cincinnati, Cleveland, Houston, 
Tulsa, Los Angeles, San Francisco, Seattie 
FOREIGN AFFILIATE « California Chemical international, inc., San Francisco, Geneva, Panama, Sao Paulo 
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How a Jobber Puts Sales and 
Service under Separate Roofs 


This is the ultimate in separation of sales and service. Each 


is a separate installation, each is under different management 


eS “66” jobber in New Orleans is trying 
a new concept in service-station operation: 
separate sales and service, including separate 
management. These operations are so separate 
they can be considered as two installations on one 
lot. A refreshment stand is thrown in for good 
measure. 

The jobber, Clem Dufau of Dufau Petroleum 
Co. Inc., is testing the idea at a new $97,000 
eight-bay service station on Chef Menteur highway 
(U.S. 11 and 90). Dufau says the station will 
cater to 2,000-3,000 homes in the area, too. 

The station’s gasoline business will be operated 
on a salaried or commission-agent basis, and the 
service unit will be leased to a second party. The 
outlet is expected to open April 15. 

Dufau plans to get $450 a month rent on the 
service unit, more if the lessee wants him to put 
in some equipment, “The back is going to take 
care of 90% to 100% of the occupancy cost of 
the whole establishment,” says Dufau. “Many 
jobbers are lucky to get 25% to 50% of occu- 
pancy cost out of rent.” 


Concept of the Future? 


Dufau, who has been in the service-station and 
jobber business for 26 years, believes this is the 
concept of the future. “The combined facilities 
should make a service station on every corner 
unnecessary and unprofitable, and eventually a 
thing of the past—just like supermarkets have 
made the corner grocery a thing of the past,” he 
says. 


The jobber says Phillips is enthusiastic, too. 
“They said, ‘Clem, we think you’ve got something 
there.’ ” 


The gasoline unit (“66” Express Service) will 
be run for “people in a hurry”—fast fill, check 
oil and water, and clean windshield. Fast oil 
changes and quick battery charging will also be 
available. No waiting. Two attendants will be on 
the island at the point of sale at all times. 


The service unit (“66” Preparedness Center) 
will concentrate exclusively on maintenance and 
repair. Service will be comparable to that of a 
car dealer, says Dufau, with this bonus: It’s a 
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Phillips franchise, too, and will accept credit card 
for repairs and company tires, batteries, and ac- 
cessories sales and service. 

“This facility will have the customer at a time 
when he’s not in a rush and can talk tires and 
other business,” says Dufau. 

Off to one side (straight ahead as the driver 
pulls into the pumps), along one property line, 
Dufau is building a refreshment alcove. It'll have 
dispensers for coffee, soft drinks, cigarettes, cake, 
candy, and any other food item that goes over. It’s 
24 ft. wide, about 4 ft. deep. Dufau had it made 
locally after looking over similar units around 
town. The stand is mostly metal, painted. 


Who’s Paying for It? 

Dufau is financing the station himself. The lot 
(180-ft. frontage, 160-ft. depth) is his own. 
Phillips, which handled the site survey, is supplying 
engineering and design service, and supervising 
construction. 

Here’s how the $97,000 cost breaks down: 
$35,000 land, $52,000 station (including refresh- 
ment stand), $10,000 equipment. 

Dufau claims the building is more economical 
to construct than the typical station. He says a 
three-bay deluxe job, with modern canopy, would 
cost as much as his whole installation. Because 
the building is multipurpose, he says, it’s easier 
to get financing. The service unit could be con- 
verted to something else if it doesn’t prove profit- 
able, Dufau explains, but he believes it’s “bound 
to be successful.” 

Dufau expects the maintenance center, because 
of its high income potential, to rent better. He 
thinks getting a good man will be relatively easy 
because many car-dealer service managers will 
jump at the chance of going into business for 
themselves. 


Closeup of the Retail Unit 


In addition to commission on gasoline, the retail 
dealer will receive profits on motor oil and refresh- 


Jobber Dufau: 


‘The back is 
going to take 
care of 90% to 
100% of the 
occupancy cost 
of the whole 
establishment’ 
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Dual-Design Stations: Hot New Trend 


SEPARATION of sales and service facilities is 
a strong station-design trend today. The object 
is more flexibility, added efficiency—as in the 
setup explained on these pages. Other examples: 

e New Esso multipump station in Virginia has 
canopied driveway office that opens, closes and 
operates independently of rest of station (NPN— 
Feb. p90). 

e A Midcontinent company’s latest design calls 
for two buildings—sales office and separately 
housed bays. Big idea: If the bays become 
unprofitable, convert them into something else. 

e Phillips Petroleum’s ‘S’ station (NPN—Aug. 
59 p179; also see page 91, this issue) slants bays 
away from driveway to minimize cross-traffic. 

e DX Sunray’s new circular station (NPN— 
Jan. p90) puts bay doors 90 degrees from drive- 
way. 

e A new ‘honeycomb’ station is made up of 
octagonal segments, with bays at the side. A 
national major will unveil this one in the spring. 











ment sales, and a commission on all sales of TBA 
and service referred to the service unit. 

To keep the front open, it won’t be necessary 
to keep the back open during unprofitable hours, 

Dufau says it'll be easy to get employes for the 
gasoline operation because only island work is 
required. They can be part-time or students, even 
women if necessary, says the jobber. 

Dufau believes many dealers have enough 
finances to handle the retail unit. “This is most 
important,” he adds. 

The island will be 45 ft. long, 6 ft. wide, with 
a canopy the same size. A 9x6-ft. island office 
will have a sliding door. Six Bennett pumps. 

Four 4,000-gal. tanks (two regular, one pre- 
mium, one diesel) will take transport delivery. 


Closeup of the Maintenance Unit 


At first Dufau was going to call the service 
unit “66” Car Care Center. Somebody else was 
using that, so he chose “66” Maintenance Center. 
Somebody else was using that, too. He settled on 
“66” Preparedness Center, and was thinking of 
putting “repare” in a different style (something 
like this: Preparedness) to emphasize “repair.” 

The building will be a modern, Stran-Steel 
(National Steel Corp.) “low-profile” prefab, 40 x 
100 ft. It comes in white, and will be painted 
with stripes. 

The Preparedness Center will service 12-24 cars 
at one time. It will offer lubrication and wash 
services, TBA sales, wheel alignment, tire balanc- 
ing, auto air-conditioning sales and service, repair 
work, tire repairs, and road services. 

Lifts and compressor go with the building, says 
Dufau. One lift is a Globe 5R-28, a twin-post job 
for auto and light truck; the second is a Globe 
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(Begins on page 114) 


F10, one-post frame-contact. Compressor is Key- 
stone. 

The operator will select his own wheel-alignment, 
balancing, and other equipment. He will probably 
have a Heyer motor analyzer and Graco overhead 
lube equipment. 

There will be a $2,200 air-conditioning unit 
(three tons) for the sales room, three restrooms, 


employes’ room, and private office. 

Two 140,000 Btu natural-gas heaters will hear 
the service area. 

A plastic skylight in the service area will save 
on electricity. 

Music will be piped in to help create a pleasant 
atmosphere. 

Both retail and service managers will solicit 
customers for credit-card applications. ad 





DRIVE-THROUGH BAYS 














SEPARATION of sales and service is becoming a 
hot concept in Europe, too. 

Although still on the drawing board, a modular 
plan by station-planning consultant P. C. Kippax of 
London has two basic functional sections: (1) cano- 
pied pump islands, salesroom, office, restrooms, 
lounge; and (2) drive-through service bays heavily 
angled from the main structure to provide maxi- 
mum practicable separation of pump and bay 
traffic. 

Kippax says his “K-plan” units come in four 
basic variations ranging in cost from about $25,500 
to $44,000 (less site): 

e Plan 2—Basic unit ($25,500). Four-pump, 
twin-island layout with canopy; office; display 
room; stores and equipment room; restrooms; cov- 
ered vending area. No bays. 

e Plan 3—One-bay station ($32,000). Same as 
Plan 2, but with one prefab bay added on diagonal. 
Covered vending area of Plan 2 becomes work 
area for bay. New covered vending area runs 
around outside of station. 

e Plan 1A—Two-bay station ($38,000). Same as 
Plan 2, but with two prefab bays on diagonal. Also 
has observation lounge, staffroom with separate 
toilet. 

e Plan 1—Three-bay station ($44,000). Same as 





Modular Separation of Sales, Service 


This London design features angled prefab bays to add as needed 


ROOF OVERHANG ~“ 
iz. STAFF ROOM 


Key 
be Basic Station 
ae One-Bay Station 


[ _j Three-Bay Station 


Plan 1A but with three prefab bays on diagonal. 

Kippax says his plan has the following features, 
among others: 

e Station is easy to enter, with driveway equip- 
ment positioned for speedy and efficient one-stop 
service. 

e Angled, drive-through service bays offer com- 
plete range of servicing, and effectively separate the 
bays from the pump area. The glass-enclosed bays 
are illuminated by a combination of natural and 
artificial lighting. Prefab bays may be added as 
needed. 

e Wedge-shaped observation lounge overlooks 
bays, sets off the bays from the office-display area. 

e Convenient display room for TBA and other 
items. 

e Nearby storage space for lubes, TBA, other 
products. 

e Centrally located sales office that provides pri- 
vacy for transacting business, and vantage point for 
adequate supervision. 

e Parking facilities sufficiently removed from 
traffic flow. 

e Various vending-machine arrangements de- 
pending on plan used. 

e Staffroom with full accommodations, includ- 
ing separate restroom under Plan 1. 
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SUBMERSIBLE PETROLEUM PUMPS 
make underground bulk storage more economical! 


There are good reasons why underground bulk storage of petroleum products 
is becoming more popular with many companies. Less expensive tanks can be 
used. Tank foundations aren’t needed. Tank maintenance such as painting is 
virtually eliminated. Less fire hazard lowers insurance rates. Lower and more 
constant temperature of product reduces vaporization and shrinkage. When you 
combine these advantages with those of Red Jacket ‘‘Big-Flo’’ Submersible 
Pumps, underground storage is even more economical: 


Low Installation Cost. Red Jacket Big-Flo” Wide Range Meets Your Capacity Needs. 
pump design eliminates: e Seven models available in 1 HP to 5 HP. 
e Concrete base e Capacities from 140 to 275 GPM. 
e Pump house ; 
e Suction piping Discharge heads up to 110 feet. 
e Foot valves, check valves, gate valves e Y% and 2 HP service station models available. 


Lower Maintenance. Once installed a Red , . 
Jacket “Big-Flo” Pump cuts maintenance Specifically Designed for Underground Pumping, 
costs five ways: e Motor windings hermetically sealed. 
e No lubrication is needed. e If tank pumps dry, “Totaltector’’ auto- 
e No shafts, coupling or drives to main- matically stops the motor. 
tain. 
e Dangerous, messy rotary seals and stuff- ss 
ing boxes are eliminated. Corrosion resistant metals used throughout. 
e Installation is vibration-free, to reduce Easy to install... easy to remove from tank. 
wear. Floating suction available. 


Air eliminator and check valve are built-in. 


\ RED JACKET, JACKET 


petroleum 
pumping 
equipment 


Contact your nearest RED JACKET REPRESENTATIVE for complete information. 


Chicago 31, Iil., E. L. “Al” Marshall, 6695 N. Northwest Highway « Dallas 31, Texas, R. M. “Mac" Crowder, 6811 Colfax Drive « 
Des Moines, lowa, Ken Henss, 511 S.W. Ninth St. - Detroit 27, Mich. Robert B. Cox, 12133 Coyle Ave. « Hamilton, Ohio, C. E. 
“Red" Weaver, 4223 Cincinnati-Brookville Road « Indianapolis 5, Ind., Gardner Udell, 3820 College Avenue + Kansas City, Mo., 
R. L. Faubion, Sr., 2525 S. W. Boulevard e Los Angeles, Calif., A. R. Sedgebeer, 2707 So. Hill Streets Minneapolis, Minn., E. 
“Al” Zahl, 1516 So. Sth Street» New Orleans 17, La., Joe R. Mooney, 2704 St. Claude Ave., P.O. Box 3294 + New York 36, N. Y., 
Henry D. Fairlie, 15 West 44th Street e Phoenix, Ariz., Lee Vaughan, 3111 N. 34th Places Pittsburgh 32, Penn., John F. Young, 
235-37 Spahr Street e Portland, Ore., George Mathews, 325 N. E. 20th Avenues San Francisco 3, Calif., R. E. Sanderson, 221 
11th Streets Seattle, Wash., Tom Baumgartner, 2927 First Avenues Spokane, Wash., Don Buster, North 210 Helena Street 


RED JACKET MANUFACTURING COMPANY 


Petroleum Equipment Division, Box 270, Davenport, lowa 





LUBRICATION 
iol 
7 a. WS rr 


Made of plexiglas and _ steel, 
Standard’s new 50x40-ft. replica 
(left) stands 70 ft. high. It re- 
places a huge relic (above) that 
stood on same lot 28 years 


‘World's Largest Replica Sign’ 


That's what American Oil claims for the Standard emblem that towers 
over its new showcase station in St. Louis. Other unusual features: 


showers for attendants, dumbwaiter for tires. Here's all about it 


fpr HUGE SIGN dwarfs American Oil’s new 
“showcase” station in St. Louis. Claimed to 
be “the world’s largest replica sign,” it cost an esti- 
mated $80,000 of the total $175,000 spent on 
the outlet. 

Measuring 50x40 ft., it’s a red, white, and blue 
facsimile of Standard’s emblem. At night it’s in- 
ternally lighted, complete with a “flaming” torch. 

The site, on the main east-west traffic artery in 
the West St. Louis suburbs, has been occupied by 
a Standard station since 1932. The earlier station 
was a showcase, too, with a huge “Standard Red 


Crown” electric sign. But by 1959 much of the 
glitter had worn off; gallonage was disappointing. 

The decision to rebuild the 28-year old station 
provided the Standard Division with an opportun- 
ity to try some innovations in station design and 
operation, including: 

e A contemporary split-level design that blends 
into the surrounding residential area and pays divi- 
dends in efficient space utilization. 

@ Specially designed pumps which dispense two 
grades of gasoline through the same hose. 

e Extra-large basement and mezzanine storage 
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areas which allow the dealer to take advantage of 
large quantity discounts. 

e@ Basement lockers and showers for the 24- 
man staff. 

e A “homemade” piped-in music system. 

e An auxiliary office that serves the main pump 
area. 


Making the Switch 

Construction of the new station began in Septem- 
ber of 1959, after it was decided that the station’s 
obsolete facilities and appearance were hurting 
business. The station’s big electric sign reflected an 
outdated trademark. 

The station is located in a 160x269-ft. triangular 
plot at Clayton and Skinker in the western suburbs 
of St. Louis. It faces a large city park and is 
flanked by big residential areas. 

One of the first stages of rebuilding was the de- 
struction of the old sign, long a landmark for 
drivers, tourists—and even pilots. Cost of removing 
the sign was $10,000. 

As the old building was leveled, Standard moved 
lessee-manager L. C. Stevenson into a trailer. Two 
pumps were kept open to handle a minimum 
amount of business. Other customers were routed 
to nearby Standard stations. 


How the Station’s Built 

The new building retains one unusual feature of 
the old—a large basement. 

The new station design, split-level in appearance, 
employs a small mezzanine above the first floor. 
Local building codes wouldn't allow a second floor. 

A stone and porcelain facing is supplemented 
with floor-to-ceiling windows in the display room 
to give the station an imposing front. The effect 
is heightened by broad overhang from flat roofs 
at two levels. Along part of the western wall, this 
roof projection takes the form of a built-in alumi- 
num-louvred sunshade. 

To take advantage of a location that’s virtually 
all street frontage, the station layout has pumps 
located at the front of the station building as well 
as under a free-standing canopy midway in the lot. 

The canopy extends out from a steel-and-glass 
o'fice that is a headquarters for the two men who 
handle these pumps. The canopy roof is pierced 
with plexiglas domes to admit sunlight. The pump 
islands are not raised, but are flush with the ground. 

Seven of the station’s nine pumps are dual mod- 
els, each side dispensing either premium or regular. 

Fuel is supplied from two underground tanks 
holding 12,000 gal. each. Each tank has a %4-hp 
submerged motor. 

The Bays—tThe station building itself is geared 
for fast flow-through. Two of the three service bays 
have front and back entrances. 

The service areas are equipped with three hy- 
draulic lifts, one drive-on (Joyce) and two frame 
contact (Curtis). The drive-on lift has a post under 
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Manager can see inside and outside from mezzanine office 


each runway, allowing a mechanic to move freely 
under the car. Lube work is done with overhead 
reel-bank equipment (Graco). In addition there’s 
equipment for tire-balancing (Atlas), electric tire- 
changing (Bishman), wheel alignment (Hunter) 
and motor tuneup (Sun). 

The station does enough diagnostic business to 
keep three men assigned full-time. They also han- 
dle lube and other routine services. 

The “mezzanine” runs about a third of the 
building. It is divided into the manager’s office and 
a storage area. 

Manager’s ‘Quarterdeck’—Manager Stevenson’s 
office is on a balcony about 12 ft. square over 
the high-ceilinged display room. From his “quarter- 
deck” Stevenson can see out into the traffic areas 
on both sides of the station. A window gives him 
a view of the service bays. And, of course, he 
can look down into the display room. 

To expedite his control of these areas, he has 
an intercom system. The intercom is used by 
Stevenson to pipe music throughout the station. 
He has it hooked up to a record player stocked 
with his own records. 

Importance of Storage—The other end of the 
mezzanine is a 475-sq. ft. storage area. An electric 
dumbwaiter links it with a 315-sq. ft. basement 
storeroom. The dumbwaiter permits loading of mer- 
chandise at street level. In addition to the two store- 
rooms, tires are stored in double-tiered racks along 
one end of the lube bays. 

The storage is important to the station. It en- 
ables Stevenson to take advantage of larger-order 
discounts and keep a sizable inventory. In recent 
years he has averaged sales of four carloads of 
tires annually. 

The basement also includes a locker room and 
showers for the station’s big staff, which works in 
three shifts around the clock. 

The salesroom has quarry-tiled floors. Windows 





Model shows station in perspective on three-sided lot 


run from floor to ceiling and have planters with 
artificial flowers. 

All parts of the main building are air-conditioned 
in summer and radiant-heated in cold weather. 
There’s a sprinkler system. 

Since all sides of the station are exposed, it’s 
difficult to find a corner for the trash cans. The 
answer: underground containers whose tops are 
flush with the ground. A hydraulic system (Globe) 
raises them for emptying. 


How the Sign Is Built 


The main feature of the station, the sign, was 
the last to be built. Delay was largely due io ihe 
American-Standard of Indiana consolidation, which 
raised the question of which trademark was to be 
used. 

The sign went into official use on Jan. 16 when 
company and city officials attended a “lighting-up” 
ceremony. 

Five times the size of a conventional Standard 


sign, it’s a replica of the torch-in-an-oval trade- 
mark. The sign weighs 55,854 Ib. A steel frame- 
work supports it. 

The faces are *4,-in, plexiglas, mounted to al- 
low for expansion and contraction. There’s thermo- 
statically controlled ventilation as well as insect- 
and weather-proofing. 

Lighting at night comes form 660 high-output 
4-ft. fluorescent tubes—or one for every 15 sq. ft. 
of plexiglas. A flickering effect is given to the torch 
flame by using 96 floodlights controlled by a flasher. 
Blowers in the flame dissipate the heat of the flood 
lamps. 

The huge sign, lighted at 6:30 p.m., goes off 
at 1 a.m. even though the station is open 24 hours. 
The turn-off time may be changed if there are 
complaints from the nearby homes. 


How’s Business? 

In the four-day grand opening last year, the 
station racked up a sales record of 185,000 gal. 
of gasoline and 3,300 qt. of motor oil. Rain on 
three of the days was offset by an extensive give- 
away program. A case of Coca Cola was given 
away with every 8 gal. of gasoline purchased. 
Other premiums were orchids, balloons, and candy. 
The station also gives Eagle trading stamps. 

Standard says it is too early to tell how the sta- 
tion is paying off in business, but reports a “satis- 
factory and substantial increase” in gallonage. Man- 
ager Stevenson predicts an eventual station volume 
of 2-million gal. a year. 

The company has added the station design to 
its catalog, but denies that the St. Louis station is 
a prototype or “super-station” experiment similar 
to those tested in Indiana and Iowa (NPN—May 
’60, p92). b 





New Pump: Four Dispensers in One 


SEVEN OF THE NINE pumps at the St. 
Louis station are special designs from Wayne 
Pump Co. They’re dual models, with a _ hose 
on each side, and each side dispenses either 
premium or regular from the same hose. 

The result is a dispensing capacity at each 
pump position that’s equal to four conventional 
single pumps. 

The mechanical components that permit switch- 
ing from premium to regular are borrowed from 
the Wayne blending pump, now used by several oil 
companies. They consist of a selector knob and a 
hose-within-a-hose, only in this pump there is 
no mingling of two product streams. The premium 
fuel flows through the inner hose line, and the 
regular through the surrounding outer hose. 

The remaining two pumps embody the same 
two-product mechanism in a single rather than a 
dual head. Wayne says the new “700” models 
actually are equipped with blending heads, and 


Each hose handles two grades at the flick of a knob 


can be converted to blending without adding ac- 
cessory equipment. 

One purpose of the “two-grades-from-one-pump” 
idea is to speed the flow of traffic. The battery of 
pumps under the canopy can serve 12 cars simul- 
taneously. 
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Under a new kind of setup, 
Mobil Oil stations will 
service all cars owned by 
Curry Rentals, a leasing 
firm. The key: a book of 


A COMPLETE LINE OF | 
MOTOR OIL CABINETS 


tickets (right) issued with 
every car. It adds up toa... 


NOVEL credit program has snagged 
a sizable commercial account for 
Mobil Oil—and may have set the 
stage for a new area of competition. 

The account is Curry Rentals Inc., 
a national auto-rental service spe- 
cializing in long-term leases of 24 
months or more. In 1961 it will bring 
Mobil about $150,000 worth of serv- 
ice business, plus the income from 
the sale of an estimated 2-million gal. 
of gasoline. All of this is new business. 

The new program is called the 
“Mobil Service Plan.” It consists of 
an agreement under which Mobil sta- 
tions will do all oil changes, lubrica- 
tion, filter changes, air-cleaner serv- 
icing, repacking of drive shafts and 
wheel bearings, battery charges, and 
tire repairs. 

Under a five-year agreement, Curry 
will issue a book of tickets with every 
car rented on a long-term basis (be- 
ginning with 1961 models). The tickets 
are good only in Mobil stations, giving 
the oil company a clean sweep with 
an account once shared among several 
other majors. 


How the Program Got Started 


The program was born last April 
when Curry contacted several majors 
asking for a solution to a problem 
faced by most auto-rental agencies— 
bad maintenance. Almost 85% of the 
Curry cars were leased for two years 
to companies, mostly sales organiza- 
tions, which found it more economical 
than maintaining their own fleets. The 
lessees were responsible for having 
periodic maintenance performed. They 
were to go to a station of their choice 
and pay the necessary oil changes, 
lube, and other services. But the serv- 
ices were not being performed. 

At the end of two years, the cars 
were returned in poor condition; re- 


Drive-it-Yourself Market 


RENTING cars and trucks is big 
business. In 1959 rental agencies 
reported a business volume of $660- 
million; in 1960 they anticipated 
$775-million. 

Predictions have been made that 
by 1970 about 25% of the vehicles 
on the road will be leased. 

A large percentage of the leases 
are long term—two years or more. 
Ryder System leases 80% of its 
trucks on a long-term basis. Hertz 
Corp. has 8,000 new-model cars and 
3,700 new trucks in its long-lease 
operation. 

More than half of all 
vehicles are passenger cars. 


leased 


sale value was low. 
were often necessary. 
Curry felt that the answer lay in 
assuming the maintenance costs them- | 
selves. Several majors offered solu- | 
tions but Mobil won out with a pro- | 
gram developed by Russell D. Pfoff, | 
New York City division retail pro- | 
grams manager, and Theodore C. | 
Bobilin, office manager. | 
Mobil got the business because they 
offered Curry, in addition to a good 
workable system, two important ad- 
vantages: (1) They had _ stations 
throughout Curry’s national operating 
area; (2) Their accounting system 
dovetailed with Curry’s. Both use a 
51-column IBM card. 


Costly repairs 


How the System Works 

Each car leased by Curry or one | 
of its affiliates around the country has | 
a coupon booklet. 

The booklet has 32 tickets, each 
good for a specific service. At 2,500 
miles the car is lubricated, gear lubri- 
cant is added. At 5,000 miles, the car | 
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helps you... 


@ Increase motor oil sales 
© Speed driveway service } 
@ Promote station cleanliness 


Choose from 5 models 
including a new 48- 
inch SELOIL cabinet to 
match low silhouette 
pumps 
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lube-service center 


@ A complete customer reminder 
service and lube-bay record 
system including work desk. An 
effective system to build repeat 
business and lube-bay profits. 
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e ROLL-A-DOOR 
Tire Merchandising Cabinet 
MASS DISPLAY and point-of-sale adver- 
tising that’s always visible to increase 
tire sales. Opens in seconds. Doors 

roll on ball bearings. Capacity 108 
average size tires. 





REFRESHMENT Pais 


® Refreshment Patio 


Take advantage of today’s growing de- 
mand for vending. Build sales volume and 
improve station operation. Available in 
lengths of 12, 18, and 24-feet. 

@ VENDING SHELTER available for eco- 
nomical protection of vending equipment. 


MODERN METAL PRODUCTS CO 
P.O. BOX 1798 e GREENSBORO, N.C 
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has been 


TOLAD 


TRETOLITE INTRODUCES A 
FUEL ADDITIVE THAT GIVES 
POSITIVE STORAGE STA- 
BILITY...ATA SUBSTANTIAL 
PRICE ADVANTAGE. 


Five years of Tretolite laboratory 
tests and two years of commercial 
testing have proved the superiority 
of ToLap* Fuel Additive for stabi- 
lizing diesel and fuel oils in storage. 
Wherever it has been used, ToLap 
has effectively and economically 
reduced sludging and maintained 
color stability. ToLap, being pri- 
marily an inhibitor, minimizes the 
formation of insoluble residue and 
emulsification, thereby preventing 
sludging resulting from poor water 
tolerance. This means greater mar- 
ket acceptability, fewer consumer 
complaints about fouled burner tips 
and plugged filters. ToLap also 
effectively prevents fouling in diesel 
engine fuel injection systems. 

To.apD Fuel Additives are avail- 
able in various ashless formulas— 
with or without metal deactivator, 
as inhibitors or inhibitor-dispers- 
ants. Tretolite laboratories will test 
your fuel and recommend the cor- 
rect ToLap Fuel Additive formula 
for your needs. Call or write for 
the complete Totap story. 


FA-60-S5R 


*Registered trademark of Petrolite Corporation 


PHTROLITE 


CORPORATION 


~ TRETOLITE COMPANY 


Divisions 


369 Marshall Avenue, Saint Louis 19, Missouri 
200 South Puente Street, Brea, California 


Offices and Representatives in 
CANADA « ENGLAND e« VENEZUELA e BRAZIL 


’ COLOMBIA « GERMANY « ITALY « JAPAN « KUWAIT 
MEXICO ¢ NETHERLANDS ¢« PERU © TRINIDAD 
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is lubricated, oil is changed. Oil 
change is not in accord with API rec- 
ommendation of every 2,000 miles 
because Curry helped determine the 
measurements, and was probably in- 
fluenced by recommendations of 
manufacturers. 

At 10,000 miles there is a ticket for 
oil change and lube, plus a filter 
change, repacking of front wheel bear- 
ings, and servicing of air cleaner. At 
20,000 miles a repacking of the drive 
shaft supplements the other services. 

In addition to these regular services, 
there are credit checks for two bat- 
tery charges and three tire repairs. 

When a lessee-driver reaches one 
of the mileage intervals or needs a 
listed repair, he pulls into a Mobil 
station. 

The attendant performs the service, 
then takes one of the credit tickets, 
leaving a stub in the motorist’s book. 

The ticket is the same size as a 
Mobil credit-card check. The ticket is 
already imprinted with the lessee’s 
name and address, but the dealer 
runs it through his imprinter to mark 
it with his own name and station ad- 
dress. The ticket is then turned in by 
the dealer just as he would any regular 
credit receipt. 

The ticket is processed by Mobil 
and a bill sent to Curry once every 
month. Curry pays Mobil. 


How the Driver Benefits 


The benefits to the rented-car driver 
are obvious: (1) He does not have to 
pay for the maintenance, need not 
even have cash when he comes into 
the station. (2) The booklet in the car 


reminds him when it is time to get 
the car serviced. 

If the driver needs services other 
than those printed on the tickets, he 
may get them for cash at the Mobil 
station. For tickets under $15, he goes 
ahead and has the work done, pays 
for it, and is reimbursed by Curry. 
For a charge over $15, he first gets 
the approval of the local Curry office. 

The charges made for the Mobil 
station work vary from area to area 
and are the “going rate.” 

For gasoline, the motorist must use 
a standard credit card or pay cash. 


Plus-Benefits for Mobil 


In addition to supplying Mobil with 
a contract for the maintenance work, 
the new credit program offers the oil 
company some other advantages. 

Whenever the cars are leased and 
the lessees supplied with books, Mobil 
follows up with a letter that suggests 
regular Mobil credit cards as a sup- 
plementary service. The motorist will 
be stopping at a Mobil station for 
servicing at regular intervals anyway. 

It’s this steady and necessary visiting 
of Mobil stations that leads the com- 
pany to hope for increased gasoline 
sales of 2-million gal. The men who 
generally use the cars are salesmen 
who travel up to 20,000 miles a year. 
The 2-million-gal. estimate assumes 
half of the salesmen will become 
Mobil gasoline customers. 

The Curry-Mobil agreement will run 
for five years. Next target for the 
Mobil Service Plan: other large car- 
rental agencies, possibly companies 
that maintain their own fleets. & 
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& Tidewater is testing this blend- 
ing pump at a station at Interna- 
tional Airport, Philadelphia. In- 
stalled a month ago, the pump 
dispenses five grades, ranging from 
Flying A regular to premium. Reg- 
ular is 28.9¢ gal. Each subsequent 
blend costs 1¢ more; premium is 
32.9¢. Tidewater has previously 
used blending pumps at its private- 
brand station in Wilmington, Del. 





> Two media have reported in- 
creases in oil advertising revenue 
for 1960. Outdoor Advertising Inc. 
says gasoline and oil advertising 
on posters and billboards rose 5.5% 
in 1960. The Television Bureau of 
Advertising reports that the oil in- 
dustry spent over $6-million more 
in the first nine months of 1960 
than in the same period of 1959. 


> Pure Oil is completing the 
changeover from paper to plastic 
cards. Printed in blue and gold, the 
new cards come in two classifica- 
tions: good for six months, and 
good for a year. Dealers will rent 
imprinters. By April Pure will also 
have converted all its divisions from 
monthly to cycle billing. 
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‘Am I glad I had him make a check! He 
found four electrical explosion hazards!’’ 


“Saved us money, too. When we planned on moving our 
pump motors outdoors, I thought we'd need the same kind 
of explosion-proof electrical equipment we had indoors. 
Turns out we don't . . . because we're moving from a 
Class I Division 1 to a Division 2 location, under the Na- 
tional Electrical Code. The Crouse-Hinds man caught that 
...and it saved us plenty. 

“No telling what he saved us on our other plans, though. 
Maybe our lives. We wanted to convert a room into a control 
center, complete with valves, flow meters, and so on. The 
Crouse-Hinds man found four spots that needed Division 1 
equipment that we'd overlooked. 


“The point is . . . it takes a specialist to tell the dif- 
ference. I know we'll never change our explosion-proof 
electrical equipment around again without calling in the 
Crouse-Hinds man . . . first.” 

A Crouse-Hinds field representative will be glad to look 
over your new plans or present plant. And he'll recommend 
exactly the right equipment for each area . . . drawing on 
the broadest line of explosion-proof electrical equipment in 
the world. 

Just call any office below. 


/ MINDS 


NEW YORK 


OFFICES: Atlanta Baton Royge Birmingham Boston Buffalo Charlotte Chicago Cincinnati Cleveland Corpus Christi Dallas Denver Detroit Houston Indianapolis Kansas City 
los Angeles Milwaukee New Orleans New York Omaha Philadelphia Pittsburgh Portland, Ore. St.Louis St. Paul Salt Loke City San Francisco Seattle Tulsa Washington ‘ 
RESIDENT REPRESENTATIVES: Albany Baltimore Reading, Pa. Richmond, Va. 


Crouse-Hinds of Canada, Ltd., Toronto, Ont. 
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Crouse-Hinds-Domex, S. A. de C. V. Mexico City, D. F. 


Peterco, Sao Paulo, Brazil 
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Energy to burn: Tidewater’s young managers 
ol ¢-molaeteltiolile] MN cold <olULCMColel tila 

From left: Eastern division field men Nick 
Sullivan, Bill Kerrigan; staff man 

Allen Roth; marketing manager Don McCoy; 
Siohai-lam elem -lelallilelilelan 





@ Men in their thirties are taking over 


F BUSINESS WERE A SPORT and oil marketing a 
basketball conference, Tidewater Oil would be 

the team with all the sophomores on the roster. 
The coach would explain, “We’re building.” 

Actually business is business, and almost every 
oil company is building; but Tidewater is in a 
class by itself. Other companies have reorganized, 
and the inevitable new brooms have swept out aging 
or apathetic executives. But nowhere have the new 
brooms swept in such a group of youthful, bright- 
eyed replacements as at Tidewater. 

Seven years ago, Tidewater had a president who 
was 78. The key vice presidents were in their sixties, 
with one or two exceptions. The “younger men” 
were in their fifties. 

Today’s president, George F. Getty II, is 36. 
Assistant general manager Bob Reed is 32. Eastern 
and Western division marketing managers Don 
McCoy and Will Dubin are 33. Along with half a 
dozen others in the 28-39 range and a handful of 
seasoned older men, these executives make up the 
top echelon of Tidewater’s new marketing manage- 
ment. 

This new management is part of the change in 
Tidewater since billionaire J. Paul Getty won con- 
trol of the company in 1951. It is as much a prod- 
uct of Tidewater’s Getty Period as the company’s 


FOUR KEY YOUNGER MEN 


R. G. REED Ill, 32 
President Asst. Gen. Mer. 


G. F. GETTY Il, 36 


.’ 
D. Y. McCOY, 33 
Eastern Mktg. Mer. 


W. B. DUBIN, 33 
Western Mktg. Mer. 
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Management 


A Young New Management Team 


at Tidewater Oil. Question: Can young ideas restore an old company’s eminence? 





two new skyscraper office buildings and its $200- 
million Delaware refinery. The shaping of the team 
has been the job of George Getty—eldest of four 
Getty sons, president of Tidewater since 1957, and 
a man who refers to his father as “Mr. Getty.” 

What Tidewater is looking for in the new man- 
agement is “a blend of maturity and experience 
with youthful energy and ideas.” Ballast comes 
from a few select veterans like the four pictured 
below, who have 131 years of industry experience 
among them. Some of the younger men have rela- 
tively lengthy service records; others, like assistant 
general manager Reed, hold top jobs on as little as 
four years of industry experience. Primarily, they 
are there to provide a fresh approach and grow in 
their jobs. 

“We're a thirty-year investment,” says Reed, 
who started kindergarten about the time J. Paul 
Getty started buying Tidewater. The objective of 
the 30-year investment is a management team that 
will age in the wood as years pass, preserving its 
organic structure. In oil marketing, this is some- 
thing new. The question is whether it will work. 

The New Men?—If it does work, Tidewater’s 
current crop of young executives could open the 
way for a new breed of men in oil marketing. 


It wasn’t long ago that a man was considered a 





FOUR KEY OLDER MEN 





J. G. JIMENEZ, 56 
Eastern Gen. Mer. 


D. T. WHALEN, 48 
Marketing Mer. 


Cc. R. BROWN, 59 
Western Gen. Mer. 


R. M. METCALFE, 56 
Staff Assistant 
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junior until he got his 20-year pin. In some com- 
panies he was still a junior executive until he was 
in his fifties. With the spate of reorganizations that 
began in the late 1950s, the benchmarks started to 
change. Around the industry, fortyish men turned 
up as company presidents: Mobil’s Albert Nicker- 
son, Sohio’s Charles Spahr, Indiana Standard’s J. 
E. Swearingen. More men in their forties came in 
as marketing vice presidents: Cities Service’s John 
King, Sohio’s Joe Harnett were two. 

In other top jobs, age bars started coming down 
(the same thing was to happen in government). Some 
companies, of course, have long specialized in de- 
veloping top executives young. Historically, Shell 
has selected men in their forties for key positions 
and has gained an industry reputation for develop- 
ing managerial talent. Esso Standard is well stocked 
with fortyish men in responsible jobs. 


But Tidewater’s uniqueness is in degree, not con- 
ception. Its young men are 10 or more years 
younger than the young men holding comparable 
jobs in other companies. Most have a full 30 years 
—or even more—before retirement. 


They also have a big job to do. 


The Challenge—Tidewater today ranks 14th 
among major oil companies in gross sales and op- 
erating revenue. It ranks around 15th in net profits, 
11th in total assets. But older hands in the industry 
still talk about a time, back in the Twenties, when 
Tidewater was “a Tiffany company—a carriage- 
trade brand.” Since those days, the company has 
lost much ground. Only lately has it started back 
up. 

Today the company challenges the best with 
some of its facilities, but still is laps behind the 
leaders in the sales race. In many markets, par- 
ticularly in the East, it’s not considered much of a 
competitive factor. Its brand image and its repre- 
sentation are uneven, stretching along both Coasts 
and thinning out inland. The huge Delaware re- 
finery, built in 1956 to mill volumes of Getty Oil’s 
cheap Mideast crude, is in a bind: import restric- 
tions on one end, insufficient outlets on the other. 
Add problems that the whole industry shares— 
dealer turnover, levelling gasoline demand, rising 
real-estate costs, higher wages, price wars—and 
you get an idea of Tidewater’s problems. 


Along with these problems, Tidewater’s manage- 
ment has the same assignment every management 
has: make money. This may sound like playing 
golf on a course wholly made up of sand-traps. Yet 
Tidewater’s young managers have to do more than 
come back in par. They must also keep earnings 
moving up so the market price of Tidewater stock 
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(Begins on page 124) for seasoned hands on the wheel and all the experi- 


will improve. Not until it does can a merger with 
Skelly Oil be achieved*. Merger with Skelly is part 
of a master plan to realign and simplify all Getty 
oil holdings, it’s believed. 

A Skelly-Tidewater combination would be na- 
tional in scope. With other Getty properties thrown 
in, it would be an international giant on the order 
of Gulf Oil or Texaco Inc. When a Tidewater execu- 
tive contemplates the future, then, he contemplates 
a much bigger marketing complex. That means an 
even bigger challenge. And bigger opportunity. 

It’s easy to see why this kind of opportunity 
would attract ambitious young men. It may not be 
so easy to see why Tidewater has put so much 
responsibility on so many of them. Faced with an 
equal challenge, many companies might have sought 


*Negotiations for a merger with Getty-controlled Skelly 
were announced in 1959. They were shelved the same year 
because the low market price of Tidwater common stock 
made an exchange-of-stock deal unfeasible. Experts say 
Tidewater must realize a price in the 35-40 range before 
an exchange would be practical. Lately, Tidewater has 
been selling at about 27; Skelly at about 53. 


ence they could buy. 

Tidewater people emphasize that they’ve retained 
experience in the persons of veteran marketers like 
Jimenez, Whalen, Metcalfe and Brown. They stress 
additional benefits to be gained from youth, such 
as these: 

e Great energy, geared to the fast-paced com- 
petition of the 1960s. 

e A flood of ideas—some impracticable and 
unworkable, but many that spell savings or sales. 

e A ‘why-do-it-this-way?’ approach to tradi- 
tional procedures, re-evaluating them in the light 
of current conditions. 

e An atmosphere of change and progressive 
thinking, conducive to a creative climate within 
departments of the company. 

e A reseeding of top-management ranks— 
thinning in the 1950s because too little was planted 
in the years of depression ana war. 


Another, unofficial benefit of the young man- 
agement team: more responsiveness to a youthful 
leader. Cited as a good administrator, president 
George Getty has built much loyalty within the 
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Young (28-39) management men dot top echelon of Tidewater marketing organization. 
Chart does not show all positions, or all men in age bracket. Maps show market areas 


Tidewater organization (the more noteworthy be- 
cause of his Getty connection). But as one middle- 
management man observes, “It stands to reason 
that a 36-year-old boss will get more out of men 
in their thirties than men in their fifties and sixties.” 

Summing up the philosophy of the Tidewater 
youth movement, 33-year-old Eastern marketing 
manager Don McCoy puts it this way: 

“Imaginative handling of chronic problems on a 
daily basis is our biggest challenge. 

“Don’t accept ‘it can’t be done’ for an answer. 
Question why a thing is done this way. How can it 
be done faster and cheaper? In fact, why do it at 
all? Doing something the same way for 20 years 
doesn’t make it the best way. In fact it would 
strongly suggest that it would be inadequate. It 
could be one year’s experience repeated 19 times. 

“Stimulate everyone in the organization to ques- 
tion every transaction, piece of correspondence, 
situation and arrangement. By the very weight of 
the buckshot technique, people will learn profit im- 
provement, profit-improvement ideas will be born, 
communications will improve, decisions will be 
expedited. 

“Without any magic or academic formula, we 
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will develop not only bright but effective young men 
forming the hard core of an aggressive and imagina- 
tive marketing team. This team, with all other things 
being equal, will have an edge on competition.” 


HAT ABOUT THE TEAM ITSELF? Who's on it? 
W How’s it doing? What’s being done? 

After three or four years of development, the 
answers to the last three questions go something 
like this: (A) Much of the time you can’t tell the 
players without a program; (B) Pretty well, from 
the look of the earnings statements; (C) Organizing, 
reorganizing, learning jobs, working on fundamen- 
tals, cutting red tape, selling. 

Who’s Who—Most of the young managers have 
been promoted and reassigned so much and so fast 
that their records read like the memoirs of a man 
who couldn’t make up his mind at the hat counter. 
They have tried on many, hastily. Four years ago 
assistant general manager Reed was a marketing 
trainee; Eastern division marketing manager McCoy 
was an area supervisor in Boston; Western divi- 
sion sales promotion supervisor Miles Turpin was 
still in the Army. 

The cadre of young managers has been crystal- 





(Begins on page 124) 

lizing since 1957, but their job titles haven’t. In 
what amounts to a musical-chairs system of man- 
agement orientation, men have moved rapidly 
through one job—sometimes in a matter of months 
—and into another, with stints of sitting in at 
other slots for absent colleagues. 

This process of almost perpetual reorganization 
appears to be grinding to a halt now. In a sweeping 
and formal reorganization last month (NPN—Feb. 
p86), the Eastern division trimmed and stream- 
lined its ranks. In an effort toward intra-company 
standardization, the Western division is expected 
to follow suit this year. 


The Eastern division’s shuffle reassigned all but 
three retail staff men to line jobs, virtually eliminat- 
ing an entire level of management to bring top 
‘echelons and field closer together. The objective, as 
stated by general manager Jimenez: “A more ef- 
ficient, harder-hitting and more aggressive sales 
team. This will come about by increasing the num- 
ber of line and sales personnel in the field and re- 
ducing staff functions, delegating authority down 
the line, streamlining administrative processes, 
more evenly distributing the supervisory responsi- 


bilities of each manager, and encouraging imagina- 
tive thinking and action.” 

The change had been forecast some months 
earlier by group vice president Herschel Y. Hyde— 
another of the old-line Tidewater veterans. Sum- 
ming up operational goals, Hyde had said: “We 
are planning to get more men out selling with less 
paperwork and less red tape.” 

The reorganization leaves fewer men in market- 
ing’s upper storey; significantly, the staff men who 
stayed on there had the longest service records. 
Here’s how the headquarters and division manage- 
ments look now (men aged 28-39 in boldface): 

© Headquarters—President George F. Getty II, 
36, runs the company. He has 14 years in the oil 
industry. Getty started out in production, but gained 
familiarity with marketing during two years (1956- 
1958) as Eastern division general manager. Mar- 
keting manager Don T. Whalen, 48, has 22 years 
in oil—the last six with Tidewater, the rest with 
Indiana Standard, Richfield, and an equipment 
firm. He took his present post in late 1960, replac- 
ing J. Ronald Getty, who was reassigned. 

e Eastern Division—J. G. Jimenez, at 56 a 30- 
year man, continues to head the division. Under 








A Changing Company, Shaped by Powerful Men 


YOUTHFUL MANAGEMENT is part of Tidewater 
Oil’s Getty Period—latest in a series of historic periods 
in which the company’s fortunes were shaped by the 
influence of powerful men. Such influence has given 
Tidewater’s past a checkered look: sometimes rich, 
sometimes poor, sometimes sick, sometimes well. 
Here’s a capsule account: 


Benson Period (1878-1925)—Byron D. Benson, 
and partners organize Tide-Water Pipe Co., Ltd. to 
lay 104-mile pipeline (acclaimed as “Feat of the Age”) 
from Titusville to Williamsport, Pa. (1878) . . . Line ex- 
tended to Bayonne, N.J. (1887), Illinois (1909), Mid- 
Continent (1913) . . . As Tide Water Oil Co., enters 
' gasoline and motor oil market, acquires Mid-Continent 
wells, consolidates with Associated Oil Co. in West. 
Byron Benson’s son Robert becomes president (1913- 
14) . . . Sales volume reaches $23-million (1917). 


e Humphrey Period (1925-1953)—Vice president 
William F. Humphrey, active in company since 1906, 
becomes strongest voice in management under presi- 
dent Axtell Byles . . . Gross sales reach $153-million, 
company becomes Tide Water Associated Oil Co. 
(1926) . . . Officers age, debts increase. Jersey Stand- 
ard loans funds to keep Tide Water Associated sol- 
vent; 1929 crash increases burden of debt. Bayonne 
refinery obsolete, products uncompetitive, company 
called laughing-stock of the industry. Sales drop to 
$88-million. J. Paul Getty begins buying into company 
as outlet for Western crude (1931) . .. With about 
10% of stock, Getty wins seat on board against op- 
position, demands changes (1933) . . . Humphrey elect- 
ed president, opposes Getty’s bid for control (1934) 


. Humphrey enlists Standard against Getty, but 
Getty forces outmaneuver the opposition in stock and 
proxy battles (1937)... Getty makes peace with com- 
pany, gains powerful voice in management . . . Hum- 
phrey continues rigid no-expansion policies aimed at 
reducing debt, finally wipes it out (1950). But company 
has only 1,323 direct outlets, fewer than in 1937. Fa- 
cilities are outmoded .. . J. Paul Getty wins numerical 
control (1951), elects all directors but one (1953). 

e Getty Period (1953- }—D. T. Staples, of 
Getty’s Pacific Western producing company, becomes 
president (1953); conservatism continues, but company 
reorganizes (1954) . . . Tidewater shares industry 
growth, with $530-million gross in 1956. George Getty 
Il becomes vice president, Eastern division. Name 
trimmed to Tidewater Oil Co., Flying A brand made 
uniform in 32-state area. $200-million Delaware re- 
finery begun, Avondale, Calif., refinery modernized for 
$60-million. New office buildings begun (1956) .. . J. 
Ronald Getty named marketing manager, later resigns. 
Delaware refinery on stream; 100-octane product helps 
trigger industry octane race (1957) . . . George Getty 
named president. Midwest operation (85 stations, 16 
bulk plants) sold to DX Sunray (1958) . . . Company 
intensifies drive for controlled gallonage in East by 
buying distributorships; expands southward. Station to- 
tal reaches 9,296. Skelly-Tidewater merger plans an- 
nounced, then shelved (1959) . . . Company buys 
Vangas, Inc., LPG wholesaler. Ronald Getty resigns 
after second stint as marketing manager; replaced by 
D. T. Whalen. Company reports sales of $583-million, 
increase in net of 3.1% (1960) ... Eastern division 
reorganizes . . . Pathfinder Petroleum acquired (1961). 
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him are Robert G. Reed III, 32, with four years’ oil 
background, and Donald Y. McCoy, 33, brought 
up in the oil business and with 12 years’ direct ex- 
perience. McCoy’s assistant is R. M. Metcalfe, 56, 
with 36 years’ experience (Metcalfe also assisted 
Reed, when he preceded McCoy as marketing 
manager.) 


Staff men are TBA sales supervisor Robert G. 
Dow, 35, with 17 years’ experience; retail and dis- 
tributor sales coordinator Allen Roth, 37, with 14 
years’ experience; oy sales promotion supervisor 
A. R. Senftleben, 52, with 30 years’ experience. 


In the top field positions, two of three district 


Management 





H. Finn, 31, with eight years’ background; com- 
mercial sales supervisor Charles B. Anderson, 37, 
with 13 years’ experience; sales promotion man- 
ager Miles Turpin, 28, with two years’ experience; 
specialty-products sales supervisor John M. Hill, 
34, one year experience. This group is leavened 
by longtime marketers like retail sales manager H. 
V. Heffner, 62; wholesale sales manager S. R. 
Lindstrom, 41, and TBA sales supervisor F. J. 
Giardina, 46. 

Taking the young men as a group, the Eastern 


division has a certain statistical edge, on paper. Its 
average age is 36 and average length of service 11 


years, against 32 and 6 for the Western crew. The 
combined average for both divisions: age, 34; 
length of service, 8.4 years. 


How They’re Doing—The game’s only just be- 
ginning, but so far the Tidewater team seems to be 


managers are 39: Joseph M. Jerome, with 12 years 
in the industry, and Thomas A. Differ, with six. 
The third manager is E. L. Beamon, 55. 


@ Western Division—General manager since 
1958, Charles R. Brown, 59, has been with Tide- € , 
water for 43 years. Reporting to him is 33-year-old taking care of itself. Look at the scoreboard: 
Wilbert B. Dubin, ex-State Department and five 1958 1959 1960* 
years with Tidewater. Jean H. Marrot, 30, is Total sales ($ mil.) 551.4 559.4 583 


Dubin’s special assistant. He’s been with Tidewater Profit Margin 13.4% 19.0% 20% 
seven years. Earnings per share .03 2.12 2.22 


Staff men are service station supervisor Charles Nevertheless, Tidewater has ground to gain be- 


Closeup: 12 Young Tidewater Marketers 


score on an aptitude test. His inter- 
viewers noted “aggressiveness and per- 
sonality,” plus administrative ability. 
Reed signed on as a trainee, moved 
to assistant district manager, then 
Eastern marketing manager. 

Married nine years, he has two girls 


Assistant General Manager 


A DARTMOUTH MAN born in 
Cambridge, Mass., Robert G. Reed, 
III is the only Ivy Leaguer on Tide- 
water’s youthful management team. 
Reed, 32, left the textile industry for 


oil. After Phillips Andover Academy 
he went to Dartmouth under the Navy 
V-5 plan, graduated in 1949 with a 
B.A. in economics. He joined his 
father’s raw-wool importing firm in 
Boston, became president in 1957. 
But Reed saw no future in wool. 
Through a management consultant he 
came to Tidewater, ringing up a fancy 


and a boy. Sportsman Reed fox-hunts, 
water-skis, sails, skis. His wife has 
shown gaited horses. Both hunt, with 
shotgun (duck or pheasant) or cam- 
eras (elk, on a recent horseback trip). 
Reed breeds purebred dogs (pride and 
joy: a 100-lb Rhodesian Ridgeback 
named Bwana), hopes to move to a 
place big enough for raising horses. 





Division Marketing Manager 


RAISED ON OIL, Mexico-born 
Donald Y. McCoy, 33, grew up in the 
oil fields and refineries of Indonesia, 
where his father worked for Standard- 
Vacuum. Sent back to a U.S. school 
at 13, McCoy had a climbing knowl- 
edge of oil rigs and a proficiency in 
Spanish, Malay and Dutch. 

Joining the army at 17, McCoy in- 
vestigated war criminals in Japan and 
hydrocarbons in an oil-products lab. 
Back home, he took a B.S. in eco- 
nomics at Union College, went to 
work for Standard-Vacuum while 
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studying at night for a business M.A. 

Moving to Ceylon as district sales 
manager, McCoy refreshed his for- 
eign-oil knowledge and developed a 
taste for curry. He returned to join 
Tidewater as a marketing assistant in 
1956. As Boston area sales supervisor 
he startled co-workers by coming in 
at six each morning to read files (“You 
can learn a lot from files.”) 

Married to a onetime Stanvac li- 
brarian, McCoy has four daughters. 
He’s_ refurnishing a 200-year-old 
house in New Canaan, Conn., plays 
golf (four handicap), sails, or takes 
family trips when there’s time. 


129 





(Begins on page 124) 
fore it starts moving product at the industry rate. 
That’s on another scoreboard: 


— REFINED PRODUCTS 
MOVEMENTS 


ees iets. ae — oe 
1945 1955 1959 


The young managers are eager to cut their teeth 
on graphs like this. Their energy and their desire 
to prove themselves is almost visible. They’re com- 
petitive. They know they’re flying high. As one 
explains it, “The company keeps me on my toes; 
I’ve got to work like hell to prove I can hold down 
this job. And I’m fighting tough competition all 
around from other young guys. 

“The company keeps me hungry, too. There’s 
always the lure of the next spot up. When that’s 
filled, there’s always the chance of a new division. 
By moving me up so fast they’ve shown me I can 


go anywhere in this company. I’m going to buck 
like hell to get as high as I can while I’m still 
young and can work the hours I do.” 


Long hours go with the young managers’ jobs 
like badges of office. Western marketing manager 
Dubin usually checks into work at 8, doesn’t leave 
until 7:30. McCoy, his Eastern counterpart, works 
from 8 to 7. (He makes up the half-hour difference 
by skipping lunch.) 

The young managers spend much time on the 
road, some more than 50%. Many keep suitcases 
on hand in their offices for flying trips. This accent 
on travel has had its effect in the field. Says a sales- 
man, “In the old days the general manager came 
out of his ivory tower once a year. It was a state 
visit and everyone was ready to show him just what 
he wanted to see. Now you never know when the 
marketing manager or one of the other wheels will 
drop in on you. 

“We see more experiments, too. Time was when 
all the ideas were tried out on the station closest to 
division headquarters. Now they’re tested all over.” 

Inside headquarters, there’s a new aura of in- 
formality. Formal memos have given way to scrib- 


Retail and Distributor 
Sales Coordinator 


TALL AND ATHLETIC, ex-insur- 
ance salesman, ex-infantry captain 
Allen W. Roth has 13 years with Tide- 
water. 

Roth, 37, was born in Philadela- 
phia. He began working in service sta- 
tions at 14, after his father’s death; 
after high school he worked in a steel 
mill. When Pearl Harbor came he en- 
listed. 

In the Philippines Roth commanded 
an infantry rifle company in combat. 
On occupation duty in Japan he was 
stricken with undulant fever and hos- 
pitalized for most of 1946. 

Discharged, Roth sold insurance, 
joined Tidewater as a salesman in 
West Philadelphia in 1947. As an area 
sales manager he helped double vol- 
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ume at his plant; in his staff job, he’s 
won a reputation as a shrewd station- 
site selector. 

Roth has three boys and a girl, 
commutes from Philadelphia. In sum- 
mer he often meets his wife Anne at 
the station and heads straight for the 
Little League baseball field, where his 
boys are waiting. He also plays foot- 
ball and basketball. Roth is proud of 
his older boys: both want to grow up 
to be salesmen. 


TBA Sales Supervisor 


PIANO-PLAYING, soft-spoken Rob- 
ert G. Dow is only 35, but his Tide- 
water service record goes back 17 
years. 

A Wakefield, Mass., boy, Dow 
worked briefly for an insurance firm 


before joining Tidewater as a mail 
clerk in 1942. The next year he en- 
listed in the Army, saw combat in 
Holland, was wounded and invalided 
to England. There he met and mar- 
ried his wife Aileen, a Bristol girl. In 
return for the story, a national maga- 
zine picked up the tab for PFC Dow’s 
honeymoon. 

Discharged and back in the US., 
Dow washed dishes for 50¢ an hour 
while studying accounting at Boston 
U. He cut short his studies to rejoin 
Tidewater in 1947. After assignments 
in Boston and Springfield, he “badg- 
ered” his way into the company’s ap- 
titude testing program in 1957. Dow 
knocked the roof off the tests and 
became TBA supervisor of the New 
England district. 

Dow brings a sharp analytical ap- 
proach to his operation. By doing 
away with wrapping black tires, he 
halved tire inventory and saved 18¢ 
per tire. He developed a cheap poly- 
ethylene bag to replace boxes former- 
ly used for inner tubes. 

Dow has two girls and a boy. Last 
summer the family spent a month 
touring England, giving Mrs. Dow’s 
parents their first look at their grand- 
children. 

Since his high-school days, when he 
headed a dance trio, Dow has been an 
off-hours pianist. Away from the key- 
board, he hopes to indulge a longtime 
interest in sailing from his new shore- 
side home on Long Island. 
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bled notes bucked from one executive to another. 
Committees are on the way out. So are regularly 
scheduled meetings (“We meet when we have some- 
thing to say”). 

Few of the young managers pretend to be experts. 
Says one, “I’ve moved up so fast that I don’t know 
all the details of my own operation. I look to the 
older men to keep me briefed. We’re working on 
the big picture now. The details will come later.” 

They still shift jobs back and forth, sitting in 
for each other when road trips arise. Each man 
learns to fill several spots—particularly the next 
one up. When McCoy took a trip as retail manager 
last year, for example, service station development 
manager Roth sat in for him. Later, McCoy filled 
in for marketing manager Reed, who was traveling. 
When McCoy moved up to Reed’s old slot, Roth 
moved up to retail and distributor sales coordinator. 

What’s Being Done—lIf the young managers have 
come up with nothing spectacular yet, it’s because 
they’ve concentrated on those basic objectives out- 
lined by vice president Hyde: cutting red tape and 
selling. Some of the ways they’ve gone at it: 
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tioned the use of a daily call report for salesmen 
a practice most other companies have abandoned. 
They examined the reason (“a day’s receipts for a 
day’s pay”) and found it insufficient. The form was 
dropped after a three-month trial. The saving: a 
minimum half hour out of every salesman’s day. 

e@ In one area, the Eastern division is testing 
complete elimination of paperwork by salesmen and 
field managers. Instead, a telephone report is taken 
down by clerical personnel. 

e A young manager asked why black tires had 
to be wrapped. The practice was deemed unneces- 
sary and dropped. Saving: 18¢ per tire. 

e@ Incentive programs and sales contests were 
resurrected long after Tidewater discarded them as 
overworked and corny. A “60 for 60” campaign 
last year called for each Tidewater employe to bring 
in five new-credit-card applicants in each month of 
1960. Over 28,000 new credit-card holders were 
signed up; well over half already show active usage. 
(Many of the new customers signed up on a new 
pocket-sized application devised by one of the 
young managers.) 


e@ In a drive to reduce red tape, they ques- 





District Marketing Manager 
EX-GUNNERY SERGEANT Joseph 
M. Jerome, 39, is a gunner for sales. 

Born in Newport News, Va., he 
grew up on his father’s chicken farm, 
graduated from high school and join- 
ed the Marines in 1940. In six years as 
a Leatherneck he served as orderly to 
Adm. King, with a year in the South 
Pacific as demolitions expert and am- 
phibious-tank specialist. After his dis- 
charge in 1945 he studied business at 
NYU by day, did bookkeeping for 
service stations at night. In his senior 
year he leased a station from Texaco. 
By 1953 he had three. 

He joined Tidewater in 1954 to be 


Division Marketing Manager 


PROMOTION-MINDED Thomas A. 
Differ, 39, learned the oil business 
early. As a Bridgeport, Pa., teen-ager, 
he worked weekends and summers at 
his father’s two Socony stations. He 
also played football, basketball and 
baseball, won an athletic scholarship 
to Franklin and Marshall in 1940. 
After two years playing end for the 
Diplomats, Differ was drafted into the 
Army Air Corps. He spent 30 months 
in the Pacific. Discharged in 1946, he 
finished college with a B.A. in busi- 
ness administration. He tried real es- 
tate, then the wholesale toy business. 


part of a “building” company. As a 
station merchandiser in Boston he 
specialized in curing sick stations; as 
a Providence salesman he _ boosted 
TBA sales 100%, “baby-sat” at sta- 
tions so dealers could take a night off. 
In six months as New York district 
manager, Jerome has reported a gal- 
lonage increase of over 10-million. 


Jerome married Navy nurse Elsie 
Fritz in 1942, after being in a service 
hospital. They have four children, 
from Gary Ray (now at Kings Point 
Merchant Marine Academy) to 2-year- 
old Denise. Jerome is a stereo addict 
who does gardening and church work, 
spends Saturdays—touring stations. 
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e@ One of the young managers engineered a 


When problems developed in his part- 
nership, he tried Tidewater in 1955. 
As a real estate rep in Providence, he 
fought 13 zoning-board battles against 
lawyers, won all. As New England 
district marketing manager, he’s run 
more promotions in six months than 
the district has had in three years. 

Married for six years, Differ enjoys 
refinishing old furniture, shooting golf 
(in the 80s). He’s now in a hot sales 
battle with New York sales manager 
Jerome (below). At stake are a pair 
of Jerome’s trousers, to be hung in 
Differ’s conference room if he wins. 
“I have a golden nail all ready,” says 
Differ. 





(Begins on page 124) 


16% motor-oil sales boost in 1960 by offering deal- 
ers a free uniform jacket with volume motor-oil 
purchases. 


e@ New products have been brought out. One is 
an all-purpose grease cartridge new to major oil 
companies. Another is outboard gear oil packaged 
in a plastic tube. 


@ Young marketers in the Western division 
made a breakthrough in hiring three Negro sales- 
men—a help in getting to Los Angeles’ sizable 
Negro market. 

@ Western division marketers claim to have at- 
tracted young distributors by their own youth and 
aggressiveness. Says Will Dubin, “Four father-son 
combinations are now operating as partnerships. In 
three other cases, sons have stepped in and taken 
over when their fathers retired.” 


e Young marketers helped spark the Western 
division’s acquisition of Vangas Inc., 40-million- 
gal.-a-year liquefied-petroleum-gas_ markets in 
California, Idaho, northern Utah, and Wyoming. 

e Tidewater surprised the industry last month 
by buying Pathfinder Petroleum and Community 


Stations Inc., Los Angeles independent with 67 
outlets in California and Nevada. The surprise: 
Tidewater grabbed a company expected to go to 
Humble Oil, which had even earmarked money for 
the purchase. 

The young managers thrive on competition, 
within Tidewater as well as without. Not long ago 
the Eastern division offered the West a handicap 
in a sales contest. Shot back Western division mar- 
keting manager Dubin: “We'll cram the results of 
the contest down the Eastern division’s throats. 
With a smile.” 

Privately the young marketers are equally game. 
When Don McCoy’s wife got him into a rug- 
braiding job, he stayed up into the wee hours 
nightly to finish it. His father couldn’t interest him 
in fishing—until the older man boated a fish. “Then 
it became competitive,” says McCoy. “I had to 
have a bigger one.” 

In at least one case, the Eastern division’s young 
managers have proved themselves ready counter- 
punchers. When Sun Oil launched a private-brand 
experiment with blending pumps in Wilmington, 
Del. (NPN—Nov. ’60, p77), the Sun station effec- 
tively masked an adjoining Tidewater outlet. In a 


Division Marketing Manager 


MULTILINGUAL Wilbert B. Dubin, 
33, came to Tidewater’s Western Di- 
vision from the State Department. 
As a Navy ensign in World War II, 
Dubin added Japanese to his stock of 
tongues (French, Spanish, German). 
Linguistic ability drew him to the 
State Department after graduation 
from Georgetown U. in 1947. He 
served as a foreign-affairs analyst, an 
economic secretary in the Far Eastern 
division, and a resident officer at 
Mannheim, Germany. There he was 
the first American credited to lecture 
German junior executives on political 
economics (“It was a perfect chance 





Service Station Supervisor 


LANKY, ACTIVE Charles H. Finn, 
31, started his industry career eight 
years ago with a baptism in gasoline. 
Learning the oil business “from the 
ground up” as a plant clerk in Bur- 
lingame, Calif., Finn tried to unload 
a tankful of gasoline too fast, wound 
up getting a high-octane dousing. 

A native of San Francisco who 
looks typically Californian, Finn ma- 
jored in philosophy at U. of San 
Francisco. He balanced his scholastic 
efforts by playing varsity football. 

It was a Friday in 1952 when Finn 
applied for a job with Tidewater. He 
started his plant clerk job the follow- 


to do some propagandizing for Amer- 
ican principles”). He was information 
officer at Hamburg, when he and 
Tidewater executives discovered each 
other. 

Dubin started as automotive lubri- 
cant supervisor in the Eastern division, 
came up fast. He got his current post 
late in 1960. 

Dubin works late, lugs a huge at- 
tache case (“You don’t have to be 
smarter than the other man if you 
work harder”). Married 10 years, 
with two children, Derek, 3, and 
Dreux Noel (born on Christmas). He 
lectures locally on world affairs, plays 
handball and tennis, stars on Tide- 
water’s squash team. 





ing Monday. After his volatile bap- 


tism, he moved up fast—to TBA 
clerk, salesman, sales training super- 
visor, and (in 1959) service-station 
supervisor. 

“It’s a must to increase the dealer’s 
money-making ability,” says Finn. 
One method he’s been concentrating 
on is vending machines, including the 
insurance-vending kind. 

Finn and his wife Kathleen have 
four children, three girls and a boy. 
Weekends are usually devoted to wa- 
ter sports and cookouts, and Finn de- 
votes a big slice of his leisure time to 
teaching Charles Jr., 5, the finer points 
of baseball. 
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few weeks the Tidewater station had converted to 
a private brand, Seaside (already in use in the 
Western division). Sporting blending pumps, it 
matched Sun, price for price. “We think we’ve 
stopped Sun cold,” says one of the young managers. 


HAT ABOUT THE OTHER SIDE OF THE COIN? 

The resentments of older men, the unin- 
formed decisions, the personality conflicts that 
inevitably accrue to young men in a hurry? 

Nobody publicizes a bum decision, but there’s 
no evidence that Tidewater’s young managers have 
made many. The personnel question is another 
thing. 

Tidewater says there’s no resentment by older 
men who are bypassed. An official statement is, 
“The younger men create an atmosphere of op- 
portunity for everyone. Old ideas can be tried again 
as well as new ones. There is a chance for everyone 
to get ahead, and that includes the older man with 
young ideas.” 

The company says it makes a continuing effort 
to call attention to older men who still hold top 
marketing positions—Jimenez and Whalen, for ex- 
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ample—as well as older men on an equal staff 
footing with the young managers. 


But some of the older hands say they started 
worrying last year, when the company offered early 
retirement to men over 60 and aptitude tests were 
given to all men in supervisory positions. And on 
a more basic level, one Tidewater veteran puts it 
this way: “I won’t say the older men are rebellious, 
but is it a morale-builder when a younger man gets 
the job you’ve been gunning for? It isn’t human 
nature to sit back and enjoy it.” 


To allay any psychic blocks, the young man- 
agers try to show the older men that they are 
needed. Retail and distributor sales coordinator 
Roth, explaining the early-retirement opporutnity 
to an older subordinate, told the man he needed 
his backing and would not endorse a request for 
retirement. Marketing manager McCoy, like some 
of the others, has broadened the responsibilities of 
his older second-in-command, R. M. Metcalfe. 

Despite these efforts, some of the young man- 
agers frankly feel the older men have had their 
day. “Their experience and knowledge is valuable, 
yes,” says one, “but many have levelled off. After 
all, they’ve had years to get ahead. At this point 


Commercial Sales Supervisor 


LOOKING EVEN YOUNGER, 
Charles B. Anderson at 37 is the old 
man of the Western youth corps. 
Originally from Culver City, Calif., 
Anderson studied business administra- 
tion at Santa Monica City College, 
entered the Navy and saw Pacific 
duty as a signalman on a destroyer. 
Back in California, after the war, he 
became assistant to a Beverly Hills 
tennis pro. His pupils included Ingrid 
Bergman, the late Margaret Sullavan, 
and Sidney (“Charlie Chan”) Toler. 
Joining Tidewater in 1948 as a 
plantman, Anderson moved along to 


general line salesman and then indus- 
trial salesman. His volume of work in 
that job was such that his supervisor 
complained of spending most of his 
time signing slips with the name An- 
derson on them. His record earned 
him a job as sales supervisor of the 
San Pedro area. He moved into his 
present assignment in May, 1960. 

On the tennis courts, Anderson has 
turned from teaching chop shots to 
Charlie Chan to instructing his three 
daughters in the sport. Since he spends 
almost half his time in the field, he 
finds it hard to work in the motor trips 
he likes taking with the girls and his 
wife Virginia. 








Specialty Products 
Sales Supervisor 


SPORTS-CAR-DRIVING John M. 
Hill, 34, is the newest member of the 
Western division’s young team. He 
joined Tidewater last April. 

Hill was born in the Philippines, 
where his father—a former sheriff of 
Manila—practiced law. He and his 
parents spent three years in a Japanese 
internment camp during World War 
II, living in primitive conditions. 

After the war Hill attended high 
school in California, took a B.S. in 
agricultural economics at U. of Cali- 
fornia (after time out to serve as an 
Army paratrooper). 


- 


Hill started out in sales promotion 
and advertising for International Har- 
vester, then sold agricultural chemi- 
cals for Dow Chemical in Arizona 
before coming to Tidewater. 

Tidewater had advertised nationally 
for a specialty products man for 14 
months before Hill appeared. Says the 
man who hired him, “He was the ideal 
combination of sales ability and tech- 
nical knowledge.” 

John and Doris Hill have three 
daughters. Interests range from Span- 
ish dances (the Hills just completed a 
course) to rock collecting and week- 
end gold-prospecting, to driving (and 
tinkering with) a Triumph sports car. 
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(Begins on page 124) 

they’re not willing to give the job the time that we 
do. There aren’t many who could keep up with 
our travel schedule. 

“Anyway, when you get to be 50 or so, I think 
you begin to look forward to retirement, You don’t 
usually feel like setting the world on fire.” 

Personnel problems, in the end, are Tidewater’s 
own business; their avoidance or resolution is to 
the credit of the young managers who resolve or 
avoid them. For management is not only the art of 
cutting red tape and selling, but the art of motivat- 
ing, leading, inspiring. Not everyone can do it. It 
appears that many of Tidewater’s new managers 
can. 

Some, like president George Getty, learned 
leadership as Army officers. Others may have had 
it intuitively. Some—the ones with the longer 
records—learned it the longest, hardest way, by 
starting at the bottom and working up. A few may 
never be able to learn it—as in any company. 

Not all the young managers have been success- 
ful. A case in point is J. Ronald Getty, 32, who 
currently heads Tidewater’s European subsidiary. 
Two times brought in as the domestic marketing 


manager, Ronny Getty seemed unable to build the 
loyalties his half-brother George did; it is no in- 
dustry secret that he alienated many. A recent 
book* politely put it this way: “He is a highly 
intelligent young man but has encountered certain 
difficulty in conforming to standard corporate pro- 
cedure.” 

Some Tidewater men say the German-born Getty 
took “a Prussian approach” to marketing. One 
story (perhaps apocryphal) is told of an inspection 
tour of stations shortly after Getty’s first assign- 
ment as marketing manager. At one station, the 
new manager—then 28—discovered an unclean 
restroom. The field man responsible for the station 
was fired on the spot. 

Young managers are expected to have problems, 
but not to create more than they solve. That’s one 
test, and it looks from outside as if most of Tide- 
water’s youthful marketers are passing it. There will 
be others as the sophomore team grows up. The 
gallery will be watching. é 


*The Richest American: J. Paul Getty, by Ralph Hewins 
(E. P. Dutton & Co., 1960). 


Sales Promotion Supervisor 


CREW-CUT Miles J. Turpin, 28, 
wanted to be an artist. After a hard 
look at his abilities, he decided he 
didn’t have the talent. So he chose ad- 
vertising: “It gives me a good com- 
bination of business and opportunity 
for creativity.” He’s a Sunday Painter 
now. 

Born in Oak Park, Ill., but raised in 
South Pasadena, Calif., Turpin comes 
by his interest in advertising naturally. 
His father’s in newspaper advertising; 
his mother once worked in the Chi- 
cago Tribune’s classified ad depart- 
ment. At U. of California, he majored 
in marketing and advertising, played 


Staff Assistant 


FRENCH-BORN Jean H. Marrot, 30, 
came to Tidewater via the grocery 
business and the U. S. Army field 
artillery. 

Born in Lavanet, France, he was 
brought to the U.S. at two and grew 
up in San Francisco. After school he 
worked as a grocery clerk. Out of the 
Army, where he served as a person- 
nel specialist with a field-artillery 
unit, he forsook the grocery trade for 
oil (“a career with a future”) and an- 
swered a Tidewater ad. 

Marrot started with Tidewater 
as a marketing reseller clerk in 1953. 
Evenings he attended Golden Gate 


basketball and volleyball, made Phi 
Beta Kappa. 

In the Army from 1955-1957, 
Turpin served as communications of- 
ficer with a self-propelled-anti-aircraft 
unit. Then he went to work as an as- 
sistant TV production manager for a 
Los Angeles agency. When Tidewater 
went looking for a sales promotion 
man in 1959, its agency recommended 
Turpin. 

The Turpins share an interest in 
music, have two sons. He’s now tak- 
ing advanced advertising at UCLA, 
finds it hard to work in study time. 
He did squeeze in some political ac- 
tivity during the fall campaign. 


College, getting his bachelor’s degree 
in business administration in 1958. 

Marrot became staff assistant to the 
Western division marketing manager 
in 1959. 

The Marrots have a boy and a girl. 
He splits his time between family pic- 
nics and tours of Southern California, 
and a longtime interest in model rail- 
roading. The Marrot R.R. boasts over 
20 locomotives and 250 pieces of 
rolling stock. 

Marrot’s interest in politics led him 
to complete a series of evening courses 
in the subject recently. He’s active in 
the Golden Gate College Alumni 
Assn.’s Los Angeles chapter. 
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GET THE BUSINESS THAT’S THERE!...MORE TIRE SALES COME FROM 
BETTER TIRE SERVICE 


INSURE EVERY 
TIRE REPAIR YOU MAKE... 
SCHRADER DOES IT BEST! 


Swivel-T cores assure 
the most positive 
air seal you've 
ever made 


Z4000V Swivel-T Valve 
Cores packed 100 to box 


Z4000MB Display box of 
100 in sets of 5 


WORLD’S MOST RELIABLE TIRE VALVE CORE 


won't ever stick—makes tire repairs safe and sure—is 
interchangeable everywhere—the Ace of Standardiza- 
tion. Put in a fresh new Schrader core with every repair 
you make. 


SELF-V 


CANIZING PATCHES 
make flat fixing so easy and dependable that 
repair profits zoom. Make a real cured-on patch 
chemically vulcanized 
without smoke 
or heat. 


| £5072 ‘'Fix Flats” 
Repair Kit contains 
everything you need 
to make $140 worth 
of repair business 
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#£7960V Standard 
Valve Caps packed 
100 te bex 
3 7960MB Display 
box of 100 in 
sets of 5 y-~< 


+ 880V Standard Vaive 

Caps packed 100 to box 
4 880MB Display box 
of 100 in sets of 5 


WORLD’S MOST EFFECTIVE 
TIRE VALVE CAP 


has powerful sealing unit that seals air in, dirt 
out. Guaranteed air tight to 250 Ibs. pressure. An 
absolute must on repair benches for best tire 
service. 


SCHRADER GAUGES 


are tire selling tools. Tire pressure, gauged accurately in 
seconds, always help you inspect for tire condition and sug- 
gest new tires. Use them every time you service any vehicle. 


281068 Trutest Gauge 


““certifies’’ your airlines — <2) 
and other gauges. 
oni \ 2£7188BH All-Purpose 
F , , Service Gauge 


3£7750T Pencil Type Tire 
Gauge fits in pocket 


Remember: Always install a new valve with every new tubeless tire you mount. 





A. SCHRADER’S SON * BROOKLYN 38, N. Y¥ 
Division of Scovill Manufacturing Co., Inc. 
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FIRST NAME IN TIRE VALVES 





a FOR ORIGINAL EQUIPMENT AND REPLACEMENT 











Made in America to American Standards of Quality 
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How TBA Commission Plan Is Doing 


Union and Amoco have abandoned the commission plan. Continued federal 
pressure could cause more changes. But no trend is in sight now 


iG NION Ort Co. of California has 
\/ joined the ranks of oil companies 
that buy tires and batteries outright 
for resale to dealers. This purchase- 
and-resale method—or buy-and-sell 
plan, as it’s often known — is pre- 
ferred by about half the oil industry. 

The other half prefers to sell a 
rubber-company TBA line in return 
for a commission. Under the com- 
mission plan, all warehousing, ship- 
ping, and billing is done by the rubber 
company or its distributors. 

Union Oil’s move takes effect this 
spring with the introduction of its own 
private-brand line of “Union 76” tires 
and batteries. There’s reason to think 
the new line represents only a partial 
switch from commission to buy-and- 
sell. So far as is now known, Union’s 
commission contracts with three rub- 
ber companies have not yet been 
dropped. 

Another loss for the commission- 
plan grows out of the recent merger 
of American Oil Co. with its parent 
company, Standard of Indiana, to 
form a new and larger American Oil 
Co. The merger kills off what was at 
‘least a partial commission program. 

The old Amoco organization had 
both buy-and-sell and commission 
TBA plans going at the same time. 
Now all former Amoco divisions are 
marketing TBA under the parent 
company’s Atlas-brand buy-and-sell 
program. 

These two desertions from the com- 
mission-plan, Union and Amoco, are 
partly offset by Skelly’s move in the 
opposite direction. Last fall Skelly 
dropped its long-established buy-and- 
sell program and went over to the 
commission plan. 


Why Buy-and-Sell? 

Despite this flurry of reversals in 
TBA poiicy, there’s no sign of any 
general dissatisfaction with existing 
TBA programs. Today, as in the past, 
followers of each of the two TBA 
plans continue to believe their own 
way is best. 

Among TBA managers queried by 
NPN, those who buy TBA products 
outright and resell them to their deal- 
ers and jobbers insist it’s more profit- 
able to do it that way. After analyz- 
ing the costs of warehousing, adver- 
tising, and selling, they claim their 
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Tire companies stock TBA on commission 
plan, buy-sell firms stock their own 


buy-and-sell plans earn a profit of 
around 17%-18% for the supplying 
oil company. 

They contrast that with 7.5%-10% 
commission paid by rubber compa- 
nies under the commission-plan agree- 
ments. 

One typical company on the buy- 
and-sell plan made a study of possible 
profits under both methods. The com- 
pany found that the average commis- 
sion paid by rubber companies is 
8.7%, compared with its own 17.8% 
average earnings from buying and re- 
selling. 

While the voice of profit talks 
loudest of all, the buy-and-sell men 
have other arguments. One TBA man- 
ager believes it shows more interest 
in your dealers if you go to them 
with your own TBA line rather than 
sponsor a rubber company’s line. 

Another says that an oil company 
will do better on the gasoline front 
when it has a “strong” TBA program 
of its own for its dealers. His feeling 
is that an oil-company sales organiza- 
tion takes more interest in a buy-and- 
sell TBA plan because there’s no divi- 
sion of responsibility with rubber-com- 
pany field men. 

Under such circumstances, he thinks 
the oil-company salesmen give dealers 
more sales help, the dealers make 
more money, and prosperous dealers 
sell more gasoline. 

Still others say the proof is in the 
fact that oil-company, private-brand 
tires and batteries—which predomi- 


nate in the buy-and-sell TBA lines— 
have been highly successful. “Our pri- 
vate-brand tires and batteries are of 
better quality than the national 
brands,” a spokesman for this group 
asserts, “and our success in selling 
them is hurting the rubber compa- 
nies.” 


Why Commission Plan? 


The list of the oil companies that 
sell TBA under a commission arrange- 
ment with rubber-company suppliers 
(NPN FactBook—1960-61, p. 222) 
is long, and it includes some of the 
biggest of the major oil companies. 

The number of companies swinging 
over to the commission plan has in- 
creased considerably during the past 
decade. They seem to be just as 
strong for their way as the buy-and- 
sell adherents are for theirs. 

The biggest argument they make 
is the obvious simplicity of the com- 
mission plan. You don’t need any 
warehouses, you avoid the capital 
investment and the supervision called 
for by inventories of TBA merchan- 
ise, and you don’t have to do any 
delivering or billing. The rubber com- 
pany does all that for you. That’s the 
basic difference between the commis- 
sion and the buy-and-sell plans. 

In addition, the rubber companies 
provide expert help in selling TBA, 
and take on quite a lot of the selling 
load. That’s valued highly by some 
TBA men. 

One TBA manager who switched to 
the commission plan a few years ago 
says his TBA volume is up, and he 
thinks the credit is mainly due to the 
outside counsel his organization gets 
from the rubber company. 


The Question of Profit 


No one seems to be able to recon- 
cile the apparent wide gap in profits 
claimed for the two plans. While the 
buy-and-sell people claim their 17%- 
18% profit makes due allowance for 
all costs, the commission-plan pro- 
ponents are skeptical. They haven't 
any definite figures to support their 
view, but they hint at varying meth- 
ods of cost accounting. 

For example, one TBA manager 
suggests that Union Oil couldn’t make 
a very good profit showing for its 
commission-TBA plan because it 
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charged 20% of salesmen’s time to 
TBA. In his view, that’s too large a 
percentage, because, as he puts it: 
“If we dropped TBA entirely we'd 
still have just as many salesmen.” 

Nor are the commission-plan men 
greatly disturbed over the admitted 
weakness of commission programs in 
selling batteries and accessories. They 
readily concede that the tire-company 
part of the joint selling program is 
pretty well concentrated on tires to 
the detriment of batteries and acces- 
sories. 

One TBA manager professes to be- 


lieve that it’s just as well if a supply- | 


ing oil company doesn’t have too 
large a percentage of its dealers’ bat- 
tery and accessory business. 
only invite antitrust attacks,” he says. 

Others look for a slow improve- 
ment as rubber-company branches and 


distributors discover they can also | 


make money on batteries and acces- 
sories. 

Meanwhile they don’t think their 
dealers are losing out. They believe 
their dealers are doing as well as other 
dealers, but that they’re buying a sig- 
nificant portion of batteries and ac- 
cessories from other sources. 


How Dealers Do 


On both sides of the question, TBA 
men are quick to say that the main 
reason for an oil company being in 
the TBA business is to help dealers 
make money on TBA. While the buy- 
and-sell group believes its plan is best 
for accomplishing that objective, the 
commission-plan proponents point out 
what their plan does for dealers. 

e They feel that a rubber com- 
pany can serve dealers from more 
supply points than an oil company. 

e They believe that the cumber- 
some job of stocking a multiplicity of 
sizes and styles, especially in tires, 
can be best handled by a tire manu- 
facturer. 

e They believe that the nationally 
advertised tire brands of the rubber 
companies are easier for dealers to 
sell than 
which predominate among the buy- 
and-sell companies. 


Last year, before any of these 
changes took place, Sun Oil Co. split 
its traditional buy-and-sell program 
with a limited commission-plan test. 
For its Chicago division, involving 
some 115 stations, Sun made a com- 
mission-plan arrangement with Gen- 
eral Tire. 

The purpose, says Sun, is to get 
some current experience with the com- 
mission plan, and to see how it com- 
pares with the buy-and-sell program 


Tires-Batteries-Accessories 





Sun has used for the past 20 years. 

Among the commission-plan com- 
panies, there is an awareness that 
they’ve been under attack by a Con- 
gressional committee and by the Fed- 
eral Trade Commission. While they 
see no present legal reason for aban- 
doning the commission plan, they say 
that unfavorable developments in that 
area might conceivably call for a 
change. 


“You | 


the oil-company brands, | 


REMEMBER........ 


This was popular when 
WILSON GASBOY was born 


TODAY— 


thru continued projected leadership 
WILSON GASBOY is No. 1 in 
the consumer pump industry. 


oo 


CONSUMER COMMERCIAL 
ELECTRIC PUMP 


for Gasoline, Diesel, 
Kerosene, etc. 


It's ruggedly handsome . . . lower in 
first cost . . . easier to handle and 
install. . . long life direct-drive pump- 
ing unit and all bronze meter deliver 
fast and accurate l4gpm . ... all 
mechanical components are easily 
reached in a matter of moments... . 
absolutely negligible to maintain. 
Order the new IMPERIAL 90 today 
for the ultimate in economy, perform- 
ance, and complete satisfaction. 


e They think that the sales as- | 


sistance provided by rubber compa- 
nies is a valuable aid to their dealers. 


Any Changes Coming? 


While the current flurry of TBA 
policy changes has set off quite a bit 


of discussion of the relative merits of | 


buy-and-sell and commission plans, 


other oil companies profess to be well- | 
they | 


satisfied with whichever 
now have. 


plan 


a 
for farms, 


fleets, industry, 
construction 


WILLIAM M. WILSON’S SONS, INC. 
| 112 Models} Lansdale, Penna. 


| MANUFACTURERS OF GASBOYS, KEROBOYS, OILBOYS AND ROTABOYS 
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How to Win a Wider TBA Market 


The function of low-priced tires is to attract prospects for all 
kinds of tires, says a Firestone official. He sees opportunities 
in many new lines of nonautomotive merchandise at service stations 


oe GREAT CHALLENGE facing pe- 
troleum marketers today is to get 
the share of the TBA business to 
which their frequent service-station 
contracts with the car owner entitle 
them. 

That statement was made by Earl 
B. Hathaway, vice president, Fire- 
stone Tire & Rubber Co., in a speech 
to the Oil Industry TBA convention 
in St. Louis. 

Hathaway drew attention to the 
many services to car owners that only 
stations provide. By contrast, he point- 
ed out that discount houses, super- 
markets, automotive chains, and other 
stores that sell TBA merchandise, 
don’t always give good car service. 

“These discount houses and auto- 
motive chains are the fellows who 
many times use TBA as loss leaders 
to get the customer in for their high- 
profit lines,” he said. 

“These people don’t care about the 
car wner,” Hathaway charged. “He 
has to look to the service-station deal- 
er to service his car and keep it in 
safe running condition.” 

Dealers should not be content just 
to clean windshields, air tires, give 
away road maps, and provide rest- 
room facilities for customers who take 
their TBA business to others, said 
Hathaway. If a dealer renders day-in 
and day-out good service he should 
have all of his customers’ TBA busi- 
ness. 


How to Use Price Leaders 


“Perhaps his only weakness is not 
asking for the business,” Hathaway 
said. The straight verbaf approach is 
not the only way to ask, he explained. 
There are many forms of eye-catching 
displays that also ask customers to 
buy. 

Hathaway singled out the advertis- 
ing and display of price leaders as 
one of the most effective ways of ask- 
ing customers to buy. “Not all cus- 
tomers are price buyers,” he said, 
“but they are attracted by price 
leaders. 

“I have always found it easier to 
bring in tire prospects by displaying 
and advertising $9.88 new treads and 
$11.95 new tires than with the top 
tire in the line,” Hathaway said. 

“I know there is some question 


Firestone’s vice president 
E. B. Hathaway says: 
e@ Oil marketers aren’‘t 
_ making. the most of fre- 
‘quent dealer contacts with 
car owners 
@ Dealers can get ALL 
their customers’. TBA busi- 
ness by bearing down on 
services 
@ A verbal pitch is good, 
but eye-catching displays 
‘bring customers in to buy 
e@ If you promote your 
price leaders right, you'll 
sell more tires of all grades 
e Big new opportunities 
are opening up in nonauto- 
— merchandise at sta- 
tions. 


about many types of tires a dealer 
needs to stock and sell,” he continued, 
“but regardless of that, it’s still a fact 
that 94% of the tires are bought by 
people who earn $6,000 a year or 
less. They are not able to afford 
higher-priced tires, but they do need 
good, safe, dependable replacement 
tires or retreads. 

“And it is a proven fact,” he as- 
serted, “that whenever a dealer pro- 
motes and displays a quality, low- 
priced retread, he will sell more new 
tires. And it’s also true that when he 


promotes and displays second- or 
third-line tires, he will sell more of the 
original-equipment-type or premium- 
type tires. 

“But he must make an intelligent, 
feature-by-feature presentation to the 
customer, showing that he has a tire 
for every need. Then he must diag- 
nose, prescribe, and sell the individual 
need. 


What Should Stations Sell? 


Service stations are already impor- 
tant outlets for batteries and acces- 
sories as well as tires, Hathaway said. 
“Our marketing research people point 
out that for every $100 worth of new 
tires and retreads sold at retail, the 
average service station should sell 
$25 worth of batteries and $71 worth 
of accessories.” 

In addition, Hathaway said, there 
are big new fields opening up for 
station operators. One of these is ser- 
vice and replacement of such things 
as mufflers, shock absorbers, and 
brakes, and engine tuneup. 

“The wonderful thing here,” he 
said, “is the fine profit, not only in 
the merchandise, but also on the deal- 
er’s installation services.” 

Without going into details, Hatha- 
way touched several times on the po- 
tential of nonautomotive merchandise 
at service stations. “There are also 
great and wonderful new selling 
horizons not yet fully explored,” he 
said, “on merchandise that customers 
will want to buy from your dealers 
just because of the convenience of 
one-stop shopping.” 


Why Action Is Urgent 


“Our task is to help dealers get 
their share of the TBA, the service, 
and the nonautomotive merchandise 
business,” he said. “Let me under- 
line why I think this task faces us to- 
day with a peculiar urgency. 

e “First of all, we have the chal- 
lenge of the compact car with its 
smaller gasoline and oil requirements 
and less frequent lubrication. 

e “Second, we have the undoubt- 
ed fact of greatly increased competi- 
tion for TBA business from outlets of 
other types. 

e “Third, we have the fact that 
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the service-station industry has never 
come anywhere near fully developing 
its automotive-service potential. 

e “And finally, we have the fact 
that the service station has never been 
widely recognized as an important 


source of nonautomotive merchan- 
dise. 

“We must take part of the responsi- 
bility for this increased competition. 
In my judgment, we have failed to 
help the service-station dealer make 


Straws in the TBA Wind 





full use of the merchandising and 
other services available to him, ask 
for the order, and work aggressively 
to establish himself in all the various 
areas of his business that supplement 
petroleum products.” 


TBA Marketers Are in the ‘People’ Business 


ONE SPEAKER at the St. Louis TBA 
convention caught everybody’s atten- 
tion with the remark that we aren't 
so much in the TBA business as we 
are in the “peo- 
ple” business. 
That observa- 
tion, made by J. 
A. Mcllnay, vice 
president, Elec- 
tric Storage Bat- 
tery Co., will 
stick in the mem- 
ories of his hear- 
ers for several 
reasons. 
By : 
Frank C. Sturtevant His speech 
held attention, 
partly because of contrast. On a pro- 
gram studded with rather spectacular 
oratory, Mcllnay’s chatty, low-keyed 
approach was a welcome change of 
pace. 
Perhaps he also established a bond 


of sympathy with the roomful of high- 
powered sales executives by telling 
about a mistake he made. Vice presi- 
dents don’t often do that. 

This mistake concerns an Iowa 
salesman Mcllnay hired back in the 
depression era. Out of 110 applicants, 
he picked one that seemed to have all 
the attributes of an ideal salesman. 

He was so impressed with the man’s 
keen perception and evident desire to 
work hard that he indulged in a little 
boasting about his choice when he got 
back to the home office. Instead of 
being a star, though, the man turned 
out to be a fizzle. 

“He was unquestionably a keen an- 
alyst,” said MclIlnay. “He told me all 
the faults of our company and our 
product. I was amazed—I hadn’t real- 
ized there were so many. And he dis- 
sected the customers too—He knew 
exactly why they didn’t buy. 

“When I realized his attitude was 


all wrong, we parted company, and I 
hastily hired another man. Although 
I wasn’t at all sure the second man 
would work out, it wasn’t long before 
he was the talk of our whole organi- 
zation. 

“He could see weaknesses in our 
products, too, but he recognized that 
all products have some faults. And he 
never expected to find perfect cus- 
tomers. 

“Once when I was traveling around 
Iowa with him I contrasted the flat 
land with the color and variety of 
other regions. His protesting reply— 
‘Those old cornfields just sing-—shows 
his completely different outlook.” 

Mcllnay used his story to illustrate 
his point that it isn’t enough to get 
men with great intellectual under- 
standing—They may be “emotionally 
underpowered.” 

It’s the men with great vision who 
make things happen and get things 
done, he said. 





leakproof... 
buna-N 


O-Ring Seal and races 


swivels easy... 
steel ball bearings 


won’t pull apart... 


steel snap rings 


NEW 2s. SWIVEL 
vith BALL BEARINGS 


It's the new OPW 20 Swivel . . . swivels easy—real 
easy. Has precision steel ball bearings and races. 
OPW 20 on a nozzle is like power steering on a car 
—dgives smooth, effortless control. Leakproof (guar- 
anteed!) Won't pull apart (that’s guaranteed, too). 
You'll never have to repair it—there’s a factory 
rebuilt swivel exchange program. A good deal. De- 
tails in Bulletin NP-20. Write today. 


Valves, Fittings, Specialty Products 


for handling hazardous liquids 


OPW CORPORATION 


2735 Colerain Avenue—Cincinnati 25, Ohio—KI 1-5400—TWxX CI-415 
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no. 


Dispensing hose is on swivel mount 


Large dial panel, separated from hose, is readily visible to seated driver 


Remote Computer Appears in Britain 


e@ A computer separately mounted near the driver and a dispensing 
hose positioned at the rear are the chief features of a new 
gasoline dispensing system adopted by British Petroleum 


®@ The system also combines multigrade selection and a device 
for presetting either by number of gallons or amount of sale 


A RADICAL DEPARTURE in gasoline pumping 
equipment, called “Autovista,” will soon ap- 
pear in British Petroleum service stations in Italy 
and the United Kingdom. Built for BP by De 
Havilland Engine Co., the system has just about all 
of the new ideas that have been suggested for 
service-station dispensing. 

e A selector device makes it possible to dispense 
several grades of motor fuel after the fashion of the 
Wayne blending pumps, in use here for several 
years. 

e A presetting device can be used to limit the 
amount of each delivery, either by price or volume. 
A similar presetting device developed by Veeder- 
Root has been installed at a number of trial loca- 
tions in this country (NPN—May ’59, p93). 

e@ Meter revolutions are transmitted electronic- 
ally, so that the computer can be located at a dis- 
tance from the meter. The result is the same as 
that achieved by Bowser’s new system developed 
here over a year ago, but not yet in use (NPN— 
Nov. °59, p86). The principal difference seems to 
be that the Autovista system uses a conventional 
meter, while Bowser uses a magnetic meter. 

e@ The dial panel is far larger than anything seen 
previously. Figures are large enough to be read at 
a distance. 

e@ The hose mount, like the dial panel, is a 
completely new idea. Instead of using a hose reel or 
a cable retractor, the hose rests full length in a 
narrow cradle extending upward from a swivel 


base at an angle of about 30 deg. from the vertical. 
Several hose units can be linked to a single com- 
puter. 


How Much Time It Saves 


British Petroleum says the Autovista system 
should cut in half the time it normally takes to 
serve a customer at the pumps. The claim for more 
speed for the new system is evidently based on its 
greater versatility. In theory at least, time will be 
saved because the customer can get whatever grade 
of fuel he wants at any hose outlet 

Another possible gain from the new equipment 
might be some as yet undefined form of automa- 
tion. This could come about by transmission of the 
meter impulses simultaneously to the readout dials 
and to a centrally located accounting machine. 

BP thinks (as Bowser did) that the greater 
flexibility of the Autovista equipment may open up 
possibilities for new station designs. 


Questions O&E Men Ask 


First question that occurs to oil-company opera- 
tions and engineering men in the United States is 
whether the Autovista system works equally well 
handling station traffic from both directions, or 
whether its success depends on restricting traffic 
flow to one-way only. 

They’re also interested in cost of the equipment, 
the attitude of weights and measures officials, and, 
most important of all, customer reaction. cd 
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OPEN THE DOOR 
AND LET 
THE PROFITS IN 


ONLY THE DU PONT NO. ‘‘7”" LINE 
of automotive chemicals offers your stations all these ad- 
vantages to increase profits during 1961: 


ADVERTISING: The most powerful advertising campaign in 
the industry will promote No. ‘‘7'’ Products on 3 big net- 
work TV shows over and over again. May into August. 


NATIONAL SALES ORGANIZATION —Thirty -five years of 
working with the service-station trade provides Du Pont with 
invaluable experience for training your dealers to sell No. 
*7"' Products. 


MERCHANDISING AIDS: Free display materials and selling 
aids are available for the asking. The No. ‘‘7"’ Display Rack 
(left) sells by itself... pays for itself. 


STRONG SEASONAL PROMOTIONS: Spring and Fall Drain- 
Out promotions aided by the new Du Pont Flushing Methods 
mean new business and bigger profits for your stations. 


FAIR-TRADED: Fair-Trade consumer prices are rigidly en- 
forced in all states having Fair-Trade statutes: 


Cash in on a ‘‘growth"’ business by selling this national 
chemical line. For complete information, write: 


Automotive Specialties, Room N-2504 
E. |. du Pont de Nemours & Co. (Inc.) 
Wilmington 98, Del. 


DU PONT N2 “7” PRODUCTS 


... THE LEADING LINE OF AUTOMOTIVE CHEMICALS 
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BEST BUY FOR 
AIR SUPPLY 


UP TO Shp...NEW WORTHINGTON 
MONOBLOC $3 -COMPRESSOR 


Based on purchase price, on extremely long compressor 
life .. . and on safety, too... your best buy for a 1%- 
to 5-h.p. air supply is the new Worthington MoNoBLoc 
X-Compressor. 

First, the MONOBLOC saves you $30 or more for parts 
and labor because it comes completely wired. There’s 
no starting switch to buy and install and wire in. 

It’s more economical, too, because all your money 
goes to buying a quality motor, compressor, controls 
and tank. You don’t waste it on unnecessary belts, 
belt-guard, sheaves, long base and on the labor required 
for assembling them. 

Is floor space important to you? The MONOBLOC 
vertical tanks save over 60% of space required by old- 
style horizontal units. A 10” radius circle for the 60-gal, 
tank; a 12” radius circle for the 80-gal. tank. 

The MONOBLOC costs less to run. All power goes to 
the compressor—no power loss in belt friction. (No belt 
guards or belt replacements.) 

Of course, you want long compressor life. The 
MONOBLOC is built with the new Worthington X-Com- 
pressor design that virtually eliminates harmful vibra- 
tion. The wide-stance X-shape design reduces vibration 
to the point where a coin can be balanced on the unit 
during starting, running and stopping. 

A silicon-treated filter element removes over 99% of 
the dirt from incoming air—the most dangerous source 
of compressor wear. Tapered roller bearings cut friction. 
The large lubricating oil sump permits better cooling, 
less danger from low oil supply. These and other 
design features assure extremely long compressor life. 

We and our distributors are ready and happy to show 
you why there’s no better way of buying cheap air 
today. Call the Worthington Distributor listed in your 
Yellow Pages. Worthington Corporation, Section 34-8, 
Holyoke, Massachusetts. 


WORTHINGTON 
PRODUCTS THAT WORK FOR YOUR PROFIT 
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Trucks are loaded from bottom through tight connection. 


Continental has equipped seven terminals in one year. 


How Conoco Moves 
to Bottom Loading 


New system has simple equipment, 
no truck-compartment shutoffs 


1* ONE YEAR, Continental Pipe Line Co. has in- 
stalled new, bottom-loading apparatus at seven 
terminals — Phoenix and Tucson, Ariz.; Albu- 
querque, N.M.; El Paso, Tex.; Bethany, Mo.; 
Lincoln, Neb.; and Billings, Mont. 

The four Southwestern terminals have a total of 
17 bottom-loading arms among them. Operating 
out of these terminals are 17 transports fitted for 
bottom loading, some with single and some with 
twin loading stubs. 

All the loading arms are 3-in. units, fabricated 
on the job by the contractor. Each is fitted with 
Chiksan swing-joints and Ever-Tite quick-closing 
couplings. 

Continental doesn’t use automatic shutoffs in 
the truck compartments. The only special equip- 
ment on the trucks is the mating half of the Ever- 
Tite coupling mounted on the end of the loading 
stub at the bottom of the truck tank. 

Shutoff is done by set-stop meters; the driver 
always inspects his truck compartments before 
loading to be sure they’re empty. He also takes 
care of closing the vents after loading is com- 
pleted. 

The A. O. Smith set-stop meters have a capacity 
of 500 gpm. The practical maximum flow rate at 
which transports are loaded is about 450 gpm. 

The transports operating out of these terminals 
haul premium and regular gasoline and diesel fuel 
to bulk plants and service stations. 

Continental is well satisfied with its new bottom- 
loading equipment. The company reports that the 
apparatus cuts down waiting time for drivers and 
trucks at the terminals. 
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Equipment 


Counterbalanced swivel arm replaces conventional hose for 
barge unloading. Two 6-in. tubes are made of aluminum 


New Swivel Unit for 
Barge Unloading 


Believed the first of their kind, 
arms employ 6-in. aluminum tubes 


WO BARGE unloaders with a “boarding-house 
reach,” are doing duty for Standard of Indiana 
at a new Missouri River terminal. 

Sam L. Jackson, manager of supply and trans- 
portation operations, believes Standard’s Jefferson 
City, Mo., dock is the first in this country to use 
swivel arms instead of hose for barge unloading. 

Each unloader consists of a pair of 6-in. alu- 
minum tubes, one 20 ft. long and the other 23 ft. 
long, with one swingjoint at the shore end and an- 
other at the midway point. They were built to or- 
der by Wheaton Brass. 

The pivot-and-counterweight arrangement fol- 
lows the familiar design of the loading arms used 
at tank-truck loading racks. In its fully extended 
position it has a span of more than 40 ft., but it 
can be raised and lowered by one man. 

Barges tie up at Jefferson City to three steel-pile 
mooring cells. The cells are spaced 180 ft. apart 
and driven 35 ft. below river bottom to insure 
maximum stability. Mooring rings on each cell are 
spaced vertically at 6 ft. intervals so that barges 
can moor conveniently at any river stage. 
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a Firebird... 


helps Pure Oil jobbers build profits...in many ways! 


Recently, a survey of dealers asked this question: 
“What factors influence your profits most?” Near 
the top of the list were these: 1) Top quality prod- 
ucts; 2) Effective advertising, merchandising, and 
promotion programs. 

Pure Oil jobbers consistently get this kind of 
help. This has never been more true than today be- 
cause of the powerful new PURE Firebird Gaso- 
lines developed after five years of research and 444 
million test miles... gasolines that give motorists 
benefits they just couldn’t get before...at no 
extra cost! 

PURE is backing the Firebird with the biggest 
advertising, merchandising, and promotion pro- 
grams in Pure Oil history. As a result, dealers of 
Pure Oil jobbers are now pumping more gasoline 
than ever before. And because oil, grease, TBA, 
and service sales go hand-in-hand with gasoline 
gallonage, they’re profiting “‘across the board.” 


Isn’t this the kind of company you’d like to work 
with? For full details on your opportunities as a 
Pure Oil jobber, call or write the District of Divi- 
sion Manager in your area or write The Pure Oil 
Company, Retail Marketing Division, Palatine, 
Illinois. 


Fire up with PURE Firebird... SURE WITH PURE 
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WHAT’S 
New 
IN 
EQUIPMENT 








Rewind guide 


. .. for Ardmore hose reels travels auto- 
matically back and forth across the reel 
to control exact layering of the hose 
relative to hose diameter and reel-drum 
size. Eliminates bulking during rewind, 
saves operator’s time, and adds to hose 
life. Applicable to existing bottom-wind 
reels. Details in Bulletin No. 4, Ard- 
more Products, 1835 Shermer Rd., 
Northbrook, Iil. 


improved lift 


... for tire and brake work has newly 
developed adjustable features to speed 
up the lifting of any car at the manu- 
facturer’s prescribed pickup points. The 
new rotary Tire-O-Matic Mark II raises 
car to any desired height up to 18 in. 
leaving all four wheels free. Operates 
from regular compressed air line, and is 
quickly installed or removed without 
complicated piping. Details covered in 
catalog No. 143 from Rotary Lift Div. of 
Dover Corp., 1054 Kansas St., Memphis 
6, Tenn. 


Lift conversion 


. .. from roll-on or free-wheel to frame- 
pick-up type can be accomplished with 
a new kit that makes use of the existing 
jack. The kit consists of a new super- 
structure with necessary mounting as- 
sembly. Dover Corp., Rotary Lift Div., 
1054 Kansas St., Memphis 6, Tenn. 


Small vacuum cleaner 


. Suitable for use inside automobiles 
is the latest addition to the manufac- 
turer’s expanded line of nine industrial 
cleaners. No. 25 will stand, slide, hang 
on a wall or post, or may be carried on 
operator’s back. Said to be more com- 
pact than any cleaner of comparable 
power. Black & Decker Mfg. Co. Tow- 
son 4, Md. 


Transmission handler 


. is a hydraulic-powered unit said to 
speed up and simplify one-man removal 
or replacement of both car and truck 
transmissions. Controls accessible from 
creeper. Pump handle swings for right- 
or left-hand operation. Auto Specialties 
Mfg. Co., St. Joseph, Mich. 


soe 


Utility pump 

. . . for industrial, farm, ranch, estate, 
and construction sites is a lightweight, 
electric unit of 12-gpm capacity. Direct 
drive eliminates belts and gears. Pump is 
permanently lubricated with minimum of 
moving parts. Bennett Series 57 is avail- 
able in several models, all with choice 
of three counters. John Wood Co., Ben- 
nett Pump Div., Muskegon, Mich. 
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Mud-flap bracket 


. can be installed without removing 
present flaps. Said to increase flap life 
by eliminating twist and sway. Loop de- 
sign absorbs shock and adjusts to wind 
and road. Complies with new Illinois 
law. Truck & Trailer Products Inc., 1220 
Huron Rd., Cleveland 15, Ohio. 


Light-duty trucks 


_+ « comprise International’s new C-line 
featuring a new low-profile design. 
Models range from 4,200 to 8,800 Ibs. 
GVW and offer numerous engine, body, 
and suspension options, including power 
steering, power brakes, and automatic 
transmissions. International Harvester 
Sy 180 N. Michigan Ave., Chicago 1, 
il. 


Lube pump 


. is designed for multi-purpose in- 
dustrial lubricants. Dispenses at either 
low pressure or high pressure up to 5,000 
psi. Two pistons, one inside the other, 
lock together for low-pressure volume 
delivery; or one piston works within 
the other for high-pressure delivery. 
Stewart-Warner Corp., 1826 Diversey 
Pkwy., Chicago 14, Ill. : 


Drum faucet 


.  - Of polyethylene has a long dispens- 
ing throat and fast-closing stem. Baffle 
in spout effects controlled flow. Accord- 
ing to manufacturer, faucet is designed 
to be completely stress-free. Rieke Metal 
Products Corp., Aubrun, Ind. 
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NEW JERSEY 





| Equipment 








BRILLIANT “DAY-GLO” | 


GAS PRICE SIGNS 


Your Pumps |Maay 3 
TELLS THE GAL. 2 I 10 


Tax Vit 1 OR 
TOTAL 325; 


STORY! 


LARGE SIZE 
10” x 12” 


EMPRO PRODUCTS CO. 


357 McLean Bivd., Paterson, N. J. 


NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
suckeye Valves, Tokheim Pumps, 
National Hose, ECO Tieflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 








OHIO 


Gashoy runes Ge 


Forevery size consumer- 
commercial account. 
TOMLIN-TOLEDO COMPANY 


214 First Street 
Toledo, Ohio 





EQUIPMENT SALES CO. 


164 E. Exchange St., Akron 4, Ohio 
7 Phone—Jefferson 5-8215 
_. Factory Representative for 
Westinghouse, O.P.W., Lincoln 
Neptune, Huffman, Goodrich, 
Air, Oil, Hydraulic and Gas 
Hose and Coupling Service 
SALES—PARTS ENGINEERING SERVICE 











PENNSYLVANIA 





E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 











MISSOURI 





Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write Today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 


330 West 42nd St. 
New York 36, N. Y. 





Grease cartridges 


. can be filled automatically at rates 
ranging from 20 to 80 per minute on the 
Geyer CF-60 cartridge filler. Features 
positive, accurate, economical, air-free 
piston filling and automatic lid pressing. 
The Filler Machine Co., Inc., 10 Penn 
Ave., Philadelphia 10, Pa. 


Nonspray coupler 


. . . has an extra O-ring seal that pre- 
vents spray when there is internal pres- 
sure On one side of the coupling. New 
series available in two types, with valves 
in coupler and nipple, or in coupler only. 


Snap-Tite Inc., Union City, Pa. 


Impact wrench 


. is said to be the first designed to 
operate efficiently off exceptionally low 
air pressure. Oscillating rather than re- 
volving mechanism retains efficiency at 
pressure range of 50-to-100 psi. Price 
$139.50. Thor Power Tool Co., 175 N. 
State St., Aurora, Ill. 


Tank dehydrator 


. removes moisture from air drawn 
into bulk-plant storage tanks. Consists 
of dessicant material held in a basket- 
like drawer that slides into a gas-tight 
housing mounted between the roof-collar 
and vacuum-relief vent. Saturation is 
shown by color change visible through 
peep glass. Johnston & Jennings Co., 
350 Fifth Ave., New York 1, N.Y. 


Low-Clearance hoist 


. is 4%¢-in. above the floor in the 
down position. New features include 
full-swiveling chassis contact pads, 
extra-long sleeve supports for pads, re- 
versible pad position, brass swivel-arm 
bearings, narrow bolsters, and wider 
spacing of swivel arms. Globe Hoist 
Co., E. Mermaid Lane at Queen St., 
Philadelphia 18, Pa. 


Dollars 
and S$onse... 


why it pays 
to build the best 
service station 


LUSTERLITE Service Stationr 
sometimes cost more than other con- 
struction—but you get direct cash 
returns on this additional investment. 
Here’s how you figure it: 


1- Assume your LUSTERLITE 
Station will cost approximately 
$2500 more. 


You write this $2500 off over 
25 years—charging off $100 per 
year. Of this amount, you 
actually save 52% in federal 
corporate income tax...or $52 
per year. 


In addition, you should save 
$400-600 a year in normal 
painting expense. If this saving 
is only $400, it increases your 
earnings (before taxes) by that 
amount —a net increase in profit 
(after taxes) of $192. 

4 + Net savings: $52 plus $192, or 
$244 per year. 


In other words, you get your addi- 
tional investment back in 1014 years, 
and in the remaining 1434 years you 
save an additional $3600—a total 
return of $6100 for that additional 


9 
$2500. And don’t overlook this: 


LUSTERLITE gives you clean, mod- 
ern appearance that attracts custom- 
ers and dealers...a lifetime finish in 
your own colors, in various textures... 
all-steel construction for strength, 
permanence and non-combustibility 
...Shortest construction time, to put 
you in business faster. 


Get LUSTERLITE8's price for your 
building. Then check these figures 
against your own costs. You’ll see 
that your investment dollars do make 
good business sense... when you 
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Your investment dollars make good business sense...when you buy 
LUSTERLITE Buildings. 

You eliminate painting maintenance—a direct saving every year on 
a growing cost over which you have little or no control. Important 
tax factors bring you extra returns throughout the first 25 years of 
the building’s life. And for all those years—and longer—LUSTERLITE 
Buildings provide an attractive invitation to your customers, a hand- 
some showcase for your products. 


Get all the facts about the immediate and long-term profits you'll 
make when you 


See 


= 70 
=" WSTERLITE 


PORCELAIN ENAMELED STEEL SERVICE STATIONS 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 








“Total business jumped 12% 
in the first 6 months of my 
Pepsi-take-home service!” 


(Lawrence Martin, Marty’s Cities Service, Trenton, N. J.) 


—$$—$—$— 


* 
ed (Cus ¥ 
e ~ 





Have a Pepsi 











Here’s how Marty raised his total business 12%, sold 750 
cases of Pepsi and won new customers... all in 6 months. He 
set up a big Pepsi display. He suggested to each customer, 
“Let me put a case of Pepsi in the car.” And he found that 
customers kept returning their empties for more Pepsi, 
more gas, more T.B.A. purchases and service. You | 

can boost your total sales and profits, too. Start @@: 


**° PEPSI-COLA’ AND PEPSI" 


now! Call your Pepsi-Cola* bottler today! ARE REGISTERED TRADEMARKS 
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Equipment People .. . 





Lancaster 


Recent shifts at 
Graver Tank and 
Manufacturing 
Co., a division 
of Union Tank 
Car Co., has 
moved up_ two 
men to vice presi- 
dent, and shifted 
a third vice presi- 
dent to new duties 
New vice  presi- 
Reese dent for research 

and engineering is 
Henry H. Hemenway, while Lionel G. 
Lancaster is now vice president for con- 
struction. Hemenway was formerly di- 
rector of research and development and 
was with Foster-Wheeler for 23 years 
before joining Graver in 1959. Lancaster 
joined the company as general manager 
of field erection in 1959 after 39 years 
in the heavy-construction field. 

Willard M. Broxham, formerly vice 
president for eastern operations is now 
vice president and Pacific Coast sales 
manager. 

os 

Joe Minton is filling the newly estab- 
lished post of director of petroleum in- 
dustry sales for Acme-Hamilton Manu- 
facturing Corp., of Trenton, N.J. 
Minton will make his headquarters in 
New York, at 22 W. 34th St., (Phone 
OXford 5-0858). He was head of his 
own cabinet-manufacturing business in 
New Jersey, before going with U. S. 
Plywood Corp., where he specialized in 
the building materials used by oil mar- 
keters for service-station construction. 

° 
S. M. Hopkins 
has been elected 

president and a 

director of Nation- 

al Can Corp., re- 

placing J. B. 

Wharton Jr., who 

has resigned. Hop- 

kins was formerly 
assistant to the 
chairman of the 
board. He was 
Hopkins vice president in 
charge of sales for 
Pacific Can when that firm was acquired 
by National in 1955, and before that he 
was West Coast manager of sales for 
Wheeling Steel Corp. 
® 


R. B, Park has been named sales man- 
ager for rubber hose and other industrial 
rubber products of Raybestos-Manhattan 
Inc., Passaic, N.J. He was assistant sales 
manager for those products since 1959. 
Before that he was district manager in 
San Francisco. Park succeeds R. B. 
Hazard who has moved up to vice presi- 
dent of sales. 

a 

Urban L. Doyle is now general sales 
manager for Whiteway Manufacturing 
Co., Cincinnati. He was formerly vice 
president and sales manager of Petelco 


Equipment 


Div. of Steber Manufacturing Co., fix- 
ture manufacturer of Chicago. Doyle 
was an oil man before entering the serv- 
ice-station lighting field, serving in 
several sales capacities for Shell in Madi- 
son, Wis., and as assistant division man- 
ager for Skelly in Chicago. 
& 

Lawrence E. Roovaart is the new 
sales manager for Petelco Inc., succeed- 
ing Urban L. Doyle, resigned. Roovaart 
was formerly assistant sales manager. 

> 

C. L. Frost has been named manager 


~ REFUELERS 


Know why Blackmer Type TX Truck Pumps are so popular with 
the jet aircraft refuelers? Because they can quench the 5,000 gallon 


thirst of this Lockheed Electra in just a shade over 10 minutes. 


Besides, Blackmer pumps give you long, low-cost service with 


replaceable wearing parts, cartridge-type mechanical seals and anti- 


friction bearings. The same features are available where you don’t 


need such a large pump, but still need the same kind of performance, 


dependability and economical service. For aviation fueling, retail or 


commercial fuel oil deliveries, solvent or liquid transport . . . see 


your Blackmer distributor or write for Bulletin 200. 


aT 


“liquid materials handling® equipment 


~BLACKMER / =»: 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


' 
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UNIFORM SHOWN OF 65% “"DACRON” POLYESTER FIBER, 35% RAYON 











“DACRON ADDS YEAR-ROUND FRESHNESS TO PHILLIPS NEW LOOK! 


Rugged summer and winter uniforms containing “Dacron” stay neat in any weather...save money, too! 


Summer and winter uniforms made with 
“Dacron’’* polyester fiber and rayon, 
plus new color schemes, signs and light- 
ing, are giving a year-round new look 
to Phillips 66 stations. 

Thanks to “‘Dacron’’, Phillips station 
salesmen are always neat in uniforms 
that hold their press, fight wrinkles, 
keep a crease in any weather. These 


comfortable uniforms aremoney savers, 
too;they’re acid-resistant,they’reextra- 
durable to help you keep your replace- 
ment costs down. They can be washed or 
drycleaned as desired. 

Give your stations the year-round 
neatness that Phillips has—buy winter 
and summer uniforms of ‘“‘Dacron’’ and 
rayon. See them soon! 


*Du Pont’s registered trademark. Du Pont makes fibers, does not make the fabric or uniform shown. 


H.D.LEE 


DACRON 


POLYESTER FIBER 


REG. US. PAT. OFF. 


Better Things for Better Living . . . through Chemistry 


tailors these uniforms for ruggedness, durability, comfort. 
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of distributor sales for Hewitt-Robins 
Inc. He was formerly a regional sales 
manager and before that he was adver- 
tising manager. In the past year Frost 
has specialized in the promotion of sales 
of Hewitt-Robins rubber products to the 
petroleum industry. 


Miquelon McDonald 


E. J. Miquelon has been named man- 
ager of the A. Y. McDonald branch at 
Sioux City, Iowa. He has been with Mc- 
Donald for the past five years, the last 
two as sales manager of the manufactur- 
ing division, and prior to that as special 
representative to branches for factory 
products. A program of expanded op- 
erations is scheduled for the Sioux City 
branch. J. Bruce McDonald has been 
named sales manager of McDonald's 
manufacturing division at Dubuque, 
Iowa. A native of Dubuque, he attended 
the University of Iowa and served five 
years in the U. S. Air Force as a pilot 
and maintenance officer. After his dis- 
charge in !956, Bruce served in the pro- 
duction and personnel departments and 
was most recently Chicago sales repre- 
sentative. 

. 

Thomas C, Sutton has been named 
general manager of OPW Corp., assum- 
ing the responsibilities held by the late 
Gilbert B. Richards, president of OPW. 
Sutton has been vice president of sales 
since 1957. 

John D. O'Hara, 
director of sales 
of Plasti-Line Inc., 
has been named 
vice president of 
Trade - Marketers 
Inc., a newly 
formed  organiza- 
tion for handling 
the distribution 
and erection of 
signs produced by 
Plasti-Line. O'Hara 

John D. O/Hara joined Plasti-Line 
as a sales agent in 1949 after serving 
four years in the U. S. Marine Corps. 


» 

Edward T. Boras has been placed in 
charge of a newly formed special pro- 
jects department at Amco Corp., Chi- 
cago distributor of liquid-handling equip- 
ment. The new department will have the 
two-fold function of studying new prod- 
ucts offered by manufacturers and the 
study of all fields served by Amco. 

w 
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ossevay BIG sex: BIG eeorr BIG 
NEW. INTERNATIONAL 


100-TIRE MERCHANDISER- 
WAREHOUSE 


BUDGET. 
TERMS 


a a | 





Here's the solution to your tire mer- 

Check these Features chandising and storage problems. 100 
tires in a mass outside display protected 

all-welded construction from weather and theft. BIG bold ad- 
new tamper-proof construction vertising signs help sell tires while tire 
inventory and handling problems are 
NEW “Deercpen” positive minimized. Just like adding a complete 
locking device tire salesroom but at only a fraction of 
new panel construction cuts the cost. STOCK - SHOW - SELL more 


erection time 50% 


no movable parts to maintain 


tires with this new International 100- 
set up anywhere tire Merchandiser-Warehouse. Manu- 
built-in leveling factured by the pioneers of outdoor tire 


porcelain-like finish displays 


TIRE MANUFACTURERS ® PETROLEUM MARKETERS 


Increase your tire sales with International Equipment Tire Displays. 
Ask about our Special Promotional Plan. 


Manufactured by 


INTERNATIONAL EQUIPMENT DIVISION 


R A Subsidiary of Ryder Systems, Inc. 


THREE STAR SALES CORPORATION 


soni Sais 


NATIONAL 56 W. Maple Street 12 Depot Square 3453 Cahuenga Bivd. 
Chicago, Illinois Englewood, New Jersey Los Angeles, California 
STR CISNLCAMEE pt, Mohawk 4-3342 Ph. LOwell 7-1700 Ph. HOllywood 2-0867 


ARERR ORM - Seon SOME 
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Tires—Batteries—Accessories 








WHAT’S 
NEW 





Tire changer 


. . uses a new method of power ap- 
plication called the Coats air converter 
‘in place of a piston and cylinder. A com- 
bination of linkage with a Neoprene ex- 
pansion chamber loosens tire beads with 
normal station air pressure. Price 
$109.50. Jack P. Hennessy Co. Inc., 12 
Depot Square, Englewood, N.J. 


Filter tool 


. in the form of a ring that can be 
slipped over the filter is said to remove 
or replace filters which are in almost com- 
pletely inaccessible locations. Operates 
with %-in. drive ratchet, torque wrench 
or extensions. Price $1.98. Herbrand 
Tools, Fremont, Ohio. 


Filter cabinets 


. . . for both wall and floor mounting 
have adjustable shelf dividers to accomo- 
date air filters ranging from 5-in. to over 
18-in. in diameter. Dividers also identify 
each filter for easy stock control. Wix 
Corp., Gastonia, N.C. 
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Snack center 


. vends hot drinks, 5¢ or 10¢ candies 
and cookies, all from one compact ma- 
chine. Built-in, 1,000-watt hot-water 
system dispenses hot water manually. 
Coffee, cocoa, and soup are dispensed 
in dry-packed, sealed packages. Lehigh 
Inc., Easton, Pa. 


Wall chart 


. is said to offer the most complete 
coverage of oil, air, and fuel-filter spec- 
ifications. Additionally, these new charts 
have “How to Sell’ and “Product 
Story” sections to help dealers sell more 
cartridge refills. Purolator Products Inc., 
970 New Brunswick Ave., Rahway, 
N.J. 


Suspension device 


. . called Superlift consists of a rubber 
air-chamber sealed to the outside of a 
Delco hydraulic shock absorber, located 
near each of the rear wheels. Chambers 
are inflated as needed from a filler noz- 
zle in the trunk. Delco Products Div., 
General Motors, 329 E. First St., Day- 
ton 1, Ohio 


Marine spark plugs 


. are now available in double-bubble 
packages for mounting on a special dis- 
play rack. The new “Twin-Pac” pack- 
age offers the customer a means of carry- 
ing a fully protected spare in tackle box 
or glove compartment. AC Spark Plug 
Div., General Motors Corp., Flint 2, 
Mich. 


Tire-valve display 


. is a combination storage and dis- 
penser unit that holds 30 tire valves for 
15-in. wheels and 20 valves for 14-in. 
wheels. Designed so that only one valve 
can be removed at a time. Translucent 
tubes provide visible inventory control. 
Dill Mfg. Co., 700 E. 82nd St., 
Cleveland 3, Ohio. 


Balancer cone set 


. for use with Weaver WJ-41 unit 
is said to provide a quicker and more 
accurate method of wheel balancing. 
The Quick-Mount cone set consists of 
a small cone and a large flanged inter- 
locking cone. Weaver Mfg.  Div., 
2100 S. 9th St., Springfield, Ill. 


Coil assortment 


. consists of three nonballast-type uni- 
versal coils (2-6V and 1-12V) and 
one universal 12V ballast-type coil. The 
Universal Coil package is said to have 
1,500 different applications in today’s 
engines. Electric Autolite Co., Toledo 
1, Ohio. 


Tire changer 


. is designed to handle all domestic 
and foreign passenger wheels from 12-in 
through 17-in. with or without center 
holes. Model 77 has built-in, air-power- 
ed bead breaker and large rest plate 
with special rim clamps. May Brothers 
Mfg. Co., 12300 Eureka Rd., Taylor 
Mich. 


TBA Suppliers... 


A line of ceramic-coated mufflers has 
been put on the replacement market 
through Sears-Roebuck stores. Ceramic- 
coated mufflers have previously been 
available only as original equipment on 
American Motors cars. 

cy 

Fram Corp. says it has adopted a new 
type of construction for its entire line of 
oil, air, and fuel filters that greatly in- 
creases filtering efficiency. Fram has 
adopted a trade name “Wear Guard” to 
identify the new line. 

® 

Bowers Battery & Spark Plug Co., 
has changed its name and is now the 
General Battery and Ceramic Co. Rea- 
son for the change is that Bowers has 
branched out into other lines besides bat- 
teries and plugs, chiefly the products of 
its subsidiary, Frenchtown Porcelain Co. 
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PATENT CHEMICALS 


the Pioneers in Petroleum Dyes 


ay FORMS OF 
t RY COLORANTS 


Granulated 
Fluid Concentrates 
Powdered 


FOR USE IN 


Gasolines, Jet Fuels, Diesel Fuels, Fuel 
Oils, aerating Oils, Automatic Trans- 
mission Fluids, Break-in Oils and Greases 


Patent Chemicals also offers Rust and 
Corrosion Anti-Static 


and Markers for Gacolines and Jet Fucis. 


eee.can be prepared to metch any color. 
A wealth of rang in color ineer- 
map etn ae ir 


ioe aes 
PATENT GeMicALs INC. 
Manufacturing Division 


PATENT FUELS & COLOR CORP. 
Marketing Division 
2410 Carew Tower Cincinnati 2, Ohic 


HOW TO INSTALL DOMESTIC 
AND COMMERCIAL OIL 
BURNERS—AND KEEP 

THEM RUNNING 


Here are practical methods and in- 
formation to help you perform every 
installation and servicing job on all 
types of home and commercial oil 
burners. This revised edition brings 
you abreast of developments in newer 
types of burners, accessories, con- 
trols, and control systems. In addi- 
tion to a wealth of illustrations, the 
book includes many trouble-shooting 
charts to save you time on the job. 
Let it help you get the good burner 
performance that produces extra prof- 
its through more satisfied customers, 


DOMESTIC AND 
COMMERCIAL 
OIL BURNERS 

By Charles H. Burkhardt 


Managing Director, Oi! Heat Institute of America, Inc. 
2nd Edition, 403 pages, 6 x 9, 360 illustrations, $9.00 


“SEE THIS BOOK 10 DAYS FREE-— 


McGRAW-HILL BOOK a" Dept. NPN-3 | 
327 W. 41st St., N.Y.C. | 
Send me Burkhardt’s Mach and Commercial Oil 

Burners, 2nd Ed., for 10 days’ examination on ap- | 
proval. In 10 days I will remit the total price of | 
$9.00, plus few cents for delivery costs, or return 

book postpaid. (We pay for delivery costs if you | 
remit with coupon; same return privilege.) | 


For price and terms outside U. S. write 


“NEWTYPE™ 


TANK CAR— 
TANK TRUCK 
UNLOADING HOSE 


Ligldiweight ... FOR EASY HANDLING 
Kiukporoof, ... FOR FULL, FAST FLOW 


Crowd le ... FOR LONG SERVICE LIFE 


For important savings in handling gasoline from tank car or truck, 
be sure the hose you buy is “NEWTYPE”. 

Full inside diameter, even on sharpest bends. 

Highest resistance to wear and weather. 

Yellow spiral stripe for easy identification. 

Sizes 1%" to 4" L.D., in maximum lengths of 50 feet. 


"If it’s GOODALL, it Must be GOOD!” 





Goodall Rubber Company Date 
Whitehead Road, Trenton 4, N. J. 


Gentlemen: 

O Send “NEWTYPE” Catalog and Prices 
Company 
Address __ 


City State 
Alt. of 


0 Have your representative call 























Standard of Quality—Since 1870 


Ce ) HOSE + BELTING « FOOTWEAR + CLOTHING 
‘ AND OTHER INDUSTRIAL RUBBER PRODUCTS 


GOODALL Company 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. 


BRANCHES AND DISTRIBUTORS THROUGHOUT THE UNITED STATES. 
IN CANADA: GOODALL RUBBER CO. OF CANADA LTD., TORONTO. 


| McGraw-Hill Int'l, N.Y.C 
L 
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PUROLATORS 


Features this SYLVANIA — 








Jewel-like in appearance 


... yet packed with power—this 
$34.95 Sylvania model 4 P19 American-made 
radio costs dealers nothing when they buy 
the 1961 Purolator Bonanza deal. 
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Here's all your dealers do to get this 
$3425 transistor radio at no extra cost! 


V Get the Purolator Bonanza assortment 
of 27 fast-moving filters for $49.95.* 


V Included right in the same package is their 
$34.95* Sylvania radio (and an Eveready 
transistor battery for immediate play). 
PUROLATOR’S NEW (¢ LISTEN TO THE MAN..! PROMOTION WILL 


MAKE 1961 YOUR BEST YEAR IN FILTER SALES... for details, Turn to Pages 40, 41. 


*Suggested Prices 











_— “ 
*, ¥ 2s oo Vet SS 


The Standard Equipment Line 


PURQOLATOR 


OIL, AIR & FUEL FILTERS 
PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 
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Nylon is fine 
for stretch hose — 


but not for 
no-stretch 





truck tires! 


/ VALK RAYON TIRE CORD GIVES 33% LESS GROWTH THAN NYLON. 
LESS GROWTH MEANS MORE MILEAGE...LESS GROOVE-CRACKING... 
_ BETTER MATCHING ON DUAL MOUNTS. 


High-speed hauls send tire temperatures soaring. LONG, MONEY-SAVING MILEAGE—40.2% more miles in 


That’s why nylon truck tires—unlike TYREX rayon continuing Texas fleet tests. . . (on tires made to sell in 
tires—develop serious “heat stretch” that ups costs the same general level range) . . . with mileages now rang- 
< : : . ing from 80,000 to 100,000 miles! 

Nylon, a thermoplastic material, by its very nature 2 EASIER MATCHING ON DUAL MOUNTS—Tires with exces- 
affected far more by temperature change. And that’s _ sive growth are hard to match when replacing. They carry 
why TYREX rayon tire cord gives these big pluses: more load and wear faster, too. 


TYREX INC., Empire State Bldg., New York 1, N. Y. TYREX (Reg. U.S. Pat. Off.) is a collective trademark of TYREX Inc. for rayon tire yarn and cord. 
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“Ts nylon stretch costing 
your customers money?” 


LESS GROOVE-CRACKING—T hat means TYREX rayon cord 
gets less exposure to damaging moisture, grit, chemicals. 


KEEPS MORE OF ITS STRENGTH as tire heat soars. 


No wonder, fleets that test TYREX rayon tires vs. nylon 
tires are going over to TYREX rayon cord. For fewer 
complaints, more profits, reeommend TYREX rayon tires. 


AVOIDS NYLON STRETCH! 


TYREX rayon tire yarn and cord is also produced and available in Canada. 
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RAY SMITH ASSOCIATED CO.'S. SWITCHING TO TYREX 
RAYON TIRES. The fleet on which the above mileage tests 
are being made includes 383 tractors, 505 trailers that haul 
cement. Amazing test results have them switching! 





led SERIES GI interone 


NEW 60 6.P.M. CAPACITY 


Model 685-TP Tank Truck 
Meter. Includes meter and 
horizontal counter, strainer, 
air release, back pressure 
valve and Pre-set Flow Con- 
trol. Ticket Printer is optional. 


OTHER 600 
METER USES 





Improve tank truck 


operation eSateguard your protits! 


Giving honest measure is good policy, but giving over-measure is a good 
way to go broke! In these new Series 600 Meters Tokheim has set up 
safeguards that prevent over-measure—enable you to protect your profits 
effectively. First of these is the inherent accuracy of the Tokheim positive 
piston displacement-type meter. Then, precision construction, involving 
the use of stainless steel, Rulon, and other long-wearing materials, permits 
speeds up to 60 g.p.m. without sacrifice of accuracy. A self-lapping valve 
insures a continuous positive seal to maintain accuracy; and finally, a 
simple calibration adjustment provides instant control. 


The Tokheim Series 600 Meters are unsurpassed, either as single or dual 
installations, for tank trucks requiring up to 60 g.p.m. They are equipped 
with horizontal counter, totalizer, and back pressure valve, and are 
available also as illustrated with air release, strainer, Pre-set Flow Control 
(predeterminer ) and ticket printer. Investigate these new meters today. .ccctn Nquid fertilizing 


SYMBOL OF EXCELLENCE 
General Products Division 


OKHEIM ® TOKHEIM CORPORATION 


1650 WABASH AVE., FORT WAYNE, INDIANA 





GASOLINE PUMPS 
sorgapgtaessaage Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 


Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 
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WHAT’S 
NEW 
IN 
PREMIUMS 
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MEASURING-SPOON SET is made of pas- 
tel-colored plastic. Capacities are em- 
bossed on the handles. A sturdy wire ring 
holds them together. Price is $30 per 
1,000 on orders over 25,000. Hugo 
Wagenseil & Associates, Talbott Bldg., 
Dayton 2, Ohio. 


LAWN TORCH called a “Fiji Flare” can 
be used for light or as an insect re- 
pellant. The candle burns 200 hours, 
may be used as a planter. The flares are 
packed two to the shipping case at $33 
per dozen. Empire Manufacturing Co., 
1110 Grand Ave., Kansas City, Mo. 

















TELEPHONE INDEX is pocket-sized and 
bound in colorful plastic. It can be 
carried, placed on desk or hung on the 
wall. Unit price is 1242¢ in orders over 
500. Nason Trading Co., 303 Fifth Ave., 
New York 16, N.Y. 


PLASTIC PLACE MATS have an antique 
map of the world on one side (circa 
1730) and a modern world map on the 
other. Both are in full-color on the 
11x17-in. mat. The mats self-liquidate 
at $1 per set of six. C. S. Hammond 
Co., Maplewood, N.J. 


the Marvic company 
Creative Sales ideas 

that “‘Out-Think Instead of 

Out-Spend” Competition 

861 Manhottan Avenve 
Brooklyn 22, N. ¥. 


1. V. NISSMAN 
EVergreen 9.6633-4 


PUZZLE challenges you to place the three 
colored balls in the correct holes. It’s 
imprinted with six lines of sales message. 
Price is 7¢ per unit in orders of 1,000. 
Prices are lower on larger orders. Marvic 
Advertising Corp., 861 Manhattan Ave., 
Brooklyn 22, N.Y. 
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Premiums 
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INSULATED CARRIER is designed for picnic 
lunches, ice cubes, beverages, etc. Leak- 
proof lining is double-thick. Unit price in 
orders of 500-1,000 is $2, but price is 
lower on larger-quantity orders. Aappe- 
Smith Mfe. Co., Farmingdale, N-J. 





THREE-BLADED KNIFE is dic-stamped with 
your sales message. It includes a knife, 
nail file, bottle opener, screw-driver, and 
key chain. Price for 500 is 44¢ per unit 
plus cost of die. The Welch Co., 28 N. 
Quaker Lane, P.O. Box 443, West Hart- 
ford 7, Conn. 


PLASTIC APRONS can be imprinted with 
trademark, company name, or sales 
slogan. Hostess style aprons have tie- 
tapes and ruffles, and are a good give- 
away for women customers. Unit price 
is 744¢ on bulk orders. L & M Co., 415 
N. 8th St., St. Louis 1. 
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MODEL ES-571 
¢ Guarantees luxurious sleeping comfort 
+ Lightweight, compact . . . great 
for home, vacations, trips! 
¢ Double-bed size; automatic control 
¢ Machine-washable 


HURRY! LIMITED TIME ONLY...TAKE ADVANTAGE 
OF 2 GREAT WESTINGHOUSE OFFERS TODAY ! 


OFFER #1 


i> 
Buy 24—#6006 or #6012 fie 
Westinghouse Safe-T-Beam Headlamps ; 


17 at your regular discount Pal y) 
7 at list... and geta 


FREE WESTINGHOUSE ELECTRIC SHEET! ' 


Call your Westinghouse Automotive Lamp Supplier 
today! You can be sure...if it’s Westinghouse. 


SPECIAL! AUTO BULB SAFETY KIT OFFER! 


Now... buy 10 Westinghouse Auto Bulb Safety Kits for 
the price of 9. You'll save money . . . and increase your 
profits. Don't delay ... call right now! 


OFFER #2 - 
Buy 24—#4001 or #4002 Ae 
Westinghouse Safe-T-Beam Headlamps 

18 at your regular discount 

6 at list... and geta 

FREE WESTINGHOUSE ELECTRIC SHEET! ' 


Westinghouse 


Westinghouse Lamp Division, 


Westinghouse Electric Corporation, Bloomfield 2, N.J. 
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.../S better profits 
for you 











Up to nine grades of gasoline . .. from the same nozzle... 
merely by turning a selector knob. And it is accomplished 
with just two products—regular and super high octane. This 
is the Wayne Blender, the only pump that meets the exact 
fuel requirement of every car on the road today or in the 
foreseeable future. 


Yet the real story of the Blender is not its ingenious design 
Rather it is the profit potential it offers you—both at the 
island and through savings in refining costs. 

The Wayne Blender, for example, gives you not one or two, 
but eight opportunities to trade up . . . vital at a time when 
many motorists are retreating to regular. Also there are the 
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.. § . 7 oP. + 
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compacts, many of which actually need a slightly upgraded 
fuel, though not a full premium. In both situations, you have 
a customer who balks at S5¢ extra but will usually go a penny 
or two more (grades 2 or 3 on the Blender) to get the im- 
proved performance possible. These pennies count, for while 
the bulk of your sales are in regular, your profit lies in the 
premium grades. 


Then there are savings in refining costs—particularly through 
reduction of pool octane number. One major refiner reports 
a P.O.N. reduction of 0.9 following his change to blending. 
The resultant saving: Over $80,000 per million barrel run. 


. 
t 
: 
4 
% 


What is the overall experience of refiners who have adopted 
blending? They report an average increase of over 10% in 
sales since making the changeover. And they attribute the 
increase directly to blending. 


This evidence, we believe, confirms the original predictions 
made for blending—that ultimately blending at the point of 
sale will be accepted by refiners as the only profitable way 
to sell gasoline and by the public as the only sensible way to 
buy it. If you would like more information on the Wayne 
Blender, more facts and figures on its marketing implica- 
tions, send for the booklet shown on the next page. 
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on the Wayne Blender 


and its profit potential for you 


With today’s diversified car population, many refiners 
have already gone to three products in an effort to hold 
their total market. And the trend is for the octane 
spread to continue to widen, bringing pressure for 
costly 4- or even 5-product systems. 


The Wayne Blender—the most significant pump innova- 
tion in a decade—was developed specifically to solve 


this problem. It is a highly sophisticated dispenser, yes. 
But far more important, it is a marketing tool—the 
basic tool in a new method of selling gasoline. For more 
information on blending as a new marketing concept— 
and on the competitive advantages and operating econ- 
omies it offers—request a copy of the Wayne booklet 
‘“‘Multi-Octane Blending,’’ shown here. Write W. C. Leitch, 
Vice President, The Wayne Pump Co., Salisbury, Md. 


THE WAYNE PUMP COMPANY ¢« Division of Symington Wayne Corporation, Salisbury, Md. 


WAYNE PUMP CANADA, LTD., Toronto, Ont. 


WORLD'S LARGEST 


MANUFACTURER OF 


GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 





Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS @ SUPPLY/DEMAND e MARKET OUTLOOK e MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e@ REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 





This Month's Highlights 


Supply and Demand: Heating-oil demand in December and January reached an 
all-time high. Refiners boosted crude runs, adding to gasoline inventories. This 
could cause burdensome gasoline supplies this spring. .............. page 167 


Market Outlook: For distillates, this is a spring marketers will be talking about. 
There’ll be no hangover of stocks to sell in April at discounts. Gasoline inventories 
are big, getting bigger. It could mean a price break. ................ page 168 


How fo Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts: trend 
analysis, industry statistics, and price information. Here’s where you'll find this data: 


TREND ANALYSIS PRICE INFORMATION 


Supply and demand Market barometer 

Market outlook ... a thelotataiele cote wat ae Key crude oil prices .. 
Refinery/terminal prices 
Tank-wagon prices ............. 
Prices in 55 cities 

NPN gasoline index 


STATISTICS 
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Petroleum Indicators 


|STOCKS J NPN PRICE AVERAGES* 


MILLIONS OF BBLS. OTEMPRerss re. | Refinery /Terminal 
240-4 es eee eels ee ae = (¢ per gal.) 


220+ 1961+ 1961 1960 
Feb. Jan. Feb. 


ASOLINE* 
200-- Gasoline 
1807 >—= (regular) 11.98 12.00 11.23 


1604 Kerosine 11.96 11:79. iia? 
140-§TILLATE * Distillate 9.56 9.41 8.84 

Residual 5.03 5.01 4.62 
120-- 4 principal 


100-+ products 9.54 9.50 8.89 
- Lube oil 24.53 24.50 23.14 


RESIDUAL * Crude at well 
60-4 ($ per bbl.) 2.88 2.88 2.88 
40-+- ©" Ota sam meee Oettssaeee 











eee. sine 

e lesa ae ° . . . 

*Weighted average price, princi- 

20-4- pal markets. Crude prices middle 

0 ae Sa ee = | of month, not monthly average. 
TtThrough Feb. 10. 














| | | | | | 
oN 2 -2J eo OR AO MRM 2 Pod Ss. Ow vB J F 
1959 1960 i 
* Hawaii included from March ’60 on. ¥ 




















MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day)* February 1961+ January 1961 February 1960 
Finished and unfinished gasoline (thous. bbl.) ............ 214,349 212,466 217,139 
Kerosine (thous. bbl.)** 25,989 27,011 23,020 
Distillate fuel oil (thous. bbl.) 106,682 110,491 105,015 
Residual fuel oil (thous. bbl.) 43,407 43,827 45,775 
Crude oil—B. of M. (thous. bbl.) 233,221 234,868 257,028 


Refinery Activity 


Crude runs to stills (thous. bbl. daily) 8,319 8,065 
Foreign crude included (thous. bbl. daily) 1,041 997 
% of refinery capacity operated : 83.9 85.0 


Refinery Output 

. Gasoline (thous. bbl. daily) 4,162 4,149 
Kerosine (thous. bbl. daily) 455 359 
Distillate fuel oil (thous. bbl. daily) 2,075 1,789 
Residual fuel oil (thous. bbl. daily) 948 998 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) 7,177 7,241 
Crude oil imports (thous. bbl. daily) 1,080 1,025 


*Hawaii included beginning March 1960. 
tThrough Feb. 3, except crude stocks Feb. 4. 
**Includes commercial jet fuel beginning March 1960. 
Source of Data: API Weekly Reports, except 1960, Bureau of Mines. 


MONTHLY MARKET TRENDS 
Latest Month Previous Month 


Exports of crude and refined products (thous. bbl.) 5,164 (Nov.) 5,993 
Average station gasoline price, ex tax (¢ per gal.) 21.11 (Feb.) 21.45 
Service station sales—all commodities ($-million) 1,479 (Dec.) 1,451 
+Gasoline consumption (million gal.) 5,271 (Oct.) 3,300 
Service station permits (number) 475 (Dec.) 541 
Passenger cars—domestic shipments (thous. ) 508 (Dec.) 581 
Trucks and buses—domestic shipments (thous.) 80 (Dec.) 74 
Passenger car replacement tire shipments (thous. ) 3,912 (Dec.) 4,123 
Replacement battery shipments (thous.) 2,632 (Nov.) 2,834 
Oil burner shipments (thous.) 64.4 (Oct.) 64.6 


tExcludes Alaska and Hawaii. 
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Supply and Demand 





How Winter Warps Product Demand 


Record heating-oil demand could 
cause gasoline oversupply later 


EATING-OIL DEMAND in December and 
January reached an all-time high. 
On the other hand, indicated gasoline demand 
lagged, compared with earlier estimates. 


To meet immediate requirements, refiners pushed 
their crude runs by early February to over 9,900,- 
000 b/d, 25% higher than in early December. 


The extreme winter temperatures, particularly in 
the East, put heavy demands on oil companies to 
meet the temporary high heating-oil requirements. 
Readjustments downward in crude runs, when the 
need ends, as promptly as they were increased 
during December and January, will be necessary if 
the oil companies are to enter the spring with their 
gasoline inventories only moderately higher than a 
year ago. 


Indicated distillate fuel-oil shipments from U.S. 
refineries in December and January were 3,050,000 
b/d. This compares with actual demand of 
2,730,000 bbl. during the same months in 1959-60. 


Indicated requirements in the East and New Eng- 
land were over 1,800,000 b/d. For the heating 
season through January, this area was 11% colder 
(degree days) than normal and 19% colder than 
the year before. Earlier forecasts of U.S. distillate 
fuel-oil demand for the first quarter of 1961, under 
normal temperatures, were 2,740,000 b/d. 

Refiners’ distillate stocks dropped rapidly in 
December and January. The total for the U.S. of 
173,526,000 bbl. on Nov. 30, 1960, declined by 
35% to 110,535,000 bbl. on January 31, 1961. 
These stocks were 14,534,000 bbl. (11.6%) lower 
than on January 31, 1960. However, they were 





Refinery Stocks of Distillate Fuel Oil 


by Refining Districts 
(1,000 bbis., AP! data) 
Jan. 31, Jan. 31, % Change 
1961 1960 


District rom 1960 


East Coast 
Gulf Coast 
Total Coastal 
Midwest* 25,039 26,950 
Okla.-Kans. 10,329 10,365 
Rocky Mts. 2,408 2,500 
Other Inland 8,090 8,571 
Total Inland 45,866 48,386 


U. S. except 
West Coast 


West Coast 13,245 11,668 
Total U. S. 110,535 125,069 


* Includes Indiana, Illinois, Kentucky, Minnesota, 
Wisconsin and Dakotas 





37,559 
13,865 
51,424 


46,387 
18,628 
65,015 


97,290 113,401 
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How Inventories Affect Distillate Supply 


Million bbl. 
300 





Total Refinery Stocks 
from which Heating Oils 
250 Are Supplied = 


| Distillate Fuel Oils 





Kerosine 





Residual Fuel Oils 


0 
_ December, 1960 oe January, 1961 - 


The demand for oils for space heating falls more and 
more on the refiners’ distillate fuel-oil supplies 























still over 38-million bbl. higher than the 72-million 
bbl. considered adequate for March 31, 1961. 


The largest drafts on distillate fuel-oil inventories 
continues to be in the East and Gulf Coast refining 
districts, as shown in the accompanying table. On 
January 31 they were 21% smaller than the year 
before. For all inland refining districts the defi- 
ciency was about 5%. 

The decline in refiners’ inventories of all fuel 
oils emphasizes the extent to which heating-oil 
needs are now being supplied from distillate fuel 
oils (see chart). Distillate stocks for the U.S. 
dropped 36% from November 30 to January 31. 
Inventories of residual fuel oils declined 11% in 
the same weeks, and of kerosine 24%. Both sup- 
ply some grades of oils for space heating. 

Indicated gasoline consumption lagged in De- 
cember and January, partly at least because of the 
severe weather conditions. Indicated total U.S. de- 
mand was around 3,780,000 b/d average. Ac- 
tual requirements during December, 1959, and 
January, 1960, were 3,820,000 bbl. For the entire 
first quarter, gasoline demand has been forecast at 
3,840,000 b/d. 

Gasoline inventories at refineries increased 24,- 
875,000 bbl. (13%) from November 30, 1960, to 
January 31, when the total was 212,466,000 bbl. 
Total stocks January 31, 1960, were 204,108,000 
bbl. 

Current gasoline inventories are already higher 
than the 212-million bbl. which authorities cite as 
adequate for March 31. Prompt reduction in re- 
finers’ crude runs are called for if these inventories 
are not to be unduly burdensome by the start of 
the gasoline season. we 





Market Outlook 





A Spring the Likes of Which... 


hy mee SHOULD GO OUT LIKE A LAMB. For distillates, this shapes up to 
be a spring that marketers likely will be talking about for several springs to 
come: 


e No big hangover stocks of distillates to sell in April at discounts. 


@ No pressure to rid tanks of kerosine and No. 2 fuel to make room for spring 
and summer gasoline. 


e@ Supplies of crude on hand March 1, conservatively, can be described at least 
as snug. 


Except for gasoline, there’s hardly a cloud in the sky. Distillate inventories east 
of the Rockies stand 15% under a year ago. It’s a fact that 40 or more cargoes 
(T-2 quantities) of No. 2 fuel and kerosine changed hands at the Gulf Coast in the 
past 80 days. That’s 5-million bbl., or about a cargo every other day. A lot of heat- 
ing oil also moved to the Gulf from upriver ports, intracompany as well as inter- 
company. The movement on the Mississippi was so good that backhaul towing 
rates went from 7¢-8¢ bbl. to 10¢-12¢ bbl. from midriver points to the Gulf. 


. - - And the Outlook for Gasoline? 


Crystal-balling gasoline is difficult. There are too many ways to jiggle the num- 
bers. And when all the jiggling is done, it doesn’t say what demand will be. It 
doesn’t say whether suppliers will hold their inventories, or whether some will panic 
and unload. 


There’s one outlook, and it’s not sunny. Inventories east of the Rockies since the 
first of the year have been running about 4%-4.5% over last year. This means 
stocks could stand at 200-million bbl. east of the Rockies on April 1 against year 
ago stocks of 194-million bbl. But add the 4-million-bbl. actual weekly increase 
in stocks since Jan. 1, and the total comes to 217-million bbl., or 12% over last 
year on April 1. 


At this writing the Group 3 price for regular gasoline is 12.5¢. Last year on April 
29 the Mid-Continent price for regular fell 0.5¢ gal., from 11.25¢ to 10.75¢. Stocks 
were then 187.5-million bbl. 


Key Crude Oil Prices (ts of February 15) NPN Gasoline Index 


United States Dealer T.W. Tank Car 
California 
Wilmington, 31 gravity : (cents per gal.) 
Texas February 15 16.56 12.87 
West Texas sour, 36 gravity ...... 2.79-2.83 Month ago 16.45 12.91 
Mid-Continent 
Oklahoma sweet, 36 gravity ...... 2.62-2.97 Year ago 15.61 12.20 
Williston Basin 
North Dakota, 36 gravity ......... 2.47-2.87 . , 
Pennsylvania Dealer index is an average of dealer tank wagon 
ENE: 0s 5 066vb ss wh evaebae 4.80 i i iti 
— prices ex tax in 50 cities. 
Alberta 


¥ ne, OC PET OR ETRY ee 2.38 Tank car index is weighted average of following 
~ eomeaieess heavy, FOB La Salina wholesale markets for regular-grade gasoline, FOB 


sesh esis Wiis & DRE Ae hla Ree 1.85 refineries or terminals: Oklahoma, Chicago District, 
poten a FOB Ras Tanura Minneapolis-St. Paul, California, Philadelphia, Jack- 


PORN, SEG 6 v5.0 senses 1.80 sonville, Boston and Gulf Coast. 
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PRODUCTS VS. CRUDE GULF COAST 


120 


GASOLINE 
11.0 = 


— 


10.0 | KEROSINE ~|~ 


9.0 
80 SYP PT TTT 
$ oe ee 
COASTAL CRU! 
AV. LOW COLD 
i 2 -e 


7.0 


CENTS PER GALLON 


6.0 
5.0 
4.0 
3.0 


YEAR 51 53 55 57 59 JFMAMJJASOND 
1960 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED 


4.60 
4.40 
4.20 
4.00 


DOLLARS PER BARREL 


OVER CRUDE 
1.00 
80 
.60 


YEAR 51 53 55 57 59 JFMAMJJASOND 
1960 


Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery 
markets and 7 crude producing areas, east of California. 
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Market Barometer 








PRODUCTS VS. CRUDE MID-CONTINENT 
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PRODUCTS VS. CRUDE U.S., CALIFORNIA INCLUDED 


4.60 aRean rT 


Se 
440 


DOLLARS PER BARREL 


1.00 
80 
60 


YEAR 51 53 55 57 59 JFMAMJJASOND 
1960 


Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, including California. 








Refinery and Terminal Prices 





All prices are supplied by Platt’s Oilgram Price 
Service, NPN’s associated publication. Arrows 
indicate upward and downward movement of 
the price preceding the arrow. Prices as of 
Feb. 15. Last previous listing: Jan. 16. 


Motor Gasoline 


Gulf Coast “one 
100 oct. — 
99 oct. prem.. 
98 oct. prem... 
97 oct. prem 
95 oct. prem 
93 oct. prem 
92 oct. prem. 
90 oct. prem 
87 oct. reg. 


2.5-13.75 
— .375-13.75 


2.25-13.25 
-12.125-12.875 


Boston, Mass. 
Prem. grade 
Reg grade 


14.4-18.2 
12.4-15.7 


Buffalo, N. ¥. 
98 oct. prem..... 
92 oct. reg. 


Chari 
. Reg. grade 


Chicago, lil. 
99 oct. prem 
98 oct. prem 
97 oct. prem 
92 oct. reg. 


14.75W-15 
14W-14.25 
12.375W-12.625 
Detroit, Mich. 


98 oct. prem.....15 
92 oct. reg. 12.75 


Houst 
15.45-16,25 


12.7-12.75 
12 


Jacksonville, Fila. 
Prem. grade 
Reg. grade 


Miami, Fla. 
Prem. grade 
Reg. grade 


Minneapolis-St. Paul 
91 oct. reg. ‘ 


Mobile, Ala. 
Prem. grade 
Reg. grade 


Norfolk, Va. 
Prem. grade 
, Reg. grade 


Pensacola, Fia. 
Prem. grade 
Reg. grade 


Phitadeip 
Prem. grade 
Reg. grade 14.5- 


Reg. grade 12.25-13.9 
Savannah, Ga. 

Prem. grade 

Reg. grade 


Tampa 

14.25-16.8 
Reg. grade 12.25-13.8 
Wilmington, N. C, 
Prem. grade 
Reg. grade 


Okla. (Okla. OM) 5 


99 oct. prem. 
91 oct. reg. 13, 25-13, 5 


Okla. Group 3 Gene : » 
99 oct. prem... . .15.25- 
91 oct. reg. 1D S13" 5° 


170 


WORT Were oat 

t. 

ee Se, 25 
oct. re; 13.25-13.75 

60 oct. & below. .13 


(FOB refinery pala rd 

re! 

—“ 14. es. 25 
12.75-13.99 

60 a & Scion: ats tay 5 


Ark. aah 8 & La.) 
99 oct. prem.....14. 

94 oct. prem.. 

92 oct. prem.. 

91 oct. prem... ..12 

89 oct. prem..... 

86 oct. reg. 

84 oct. reg. 


Kans. (Fer ~aes  * pom only) 
99 oct. prem.. 
91 oct. reg. 


Oli City 
98 oct. prem.....14.75-15 
93 oct. reg.......13.25 


California—Les Angeles District 


Rack: 
100 oct. prem....13.6W-14.5 
98 oct. prem. 13.3W-15.7 


Tank Truck (400 gal. or more) 
98 oct. prem... . .21.3-22.3 
88 oct. reg. 17.8-17.9 


San Francisco District 

Tank Truck (400 gal. or more) 
98 oct. prem.....21.8-22.8 
88 oct. reg. 18.3-18.4 


Distillates & Fuels 


Gulf Coast Cargoes 
41-43 w.w. kero. .10.254-10.754 
No. 2 fuel....... 9.54-10 


..9. uy -10.25A 
48-52 d.i. gas oll..9.75 
43-47 d.i. gas oil..9.62 

. $2. 40 


Bunker C fuel... 
Bunker C fuel 
max 1% sulf.. .$2.45-2.55 


Alb. 
Saale No. & a. Pe. 2 
No. 2 f i. Ey 


Baltimore, 
Kerosne, No. . it. 7 ee IA 
10 ee SA 


— - shore 


11.24-11.3 
BEN ° 
3-5 
.20 


Heavy Diesel, 
bunkers 

Bunker C, 
bunkers. 


Heavy Diesel, 
bunkers 

Bunker C, 
bunkers 


Boston, Mass. 
re No. 1. u. 7 i. : 


$2.53-2.61 


Buffalo, N. Y. 

Kerosine (a) 

Diesel fuel (a). . 

No. 2 fuel (a)... 

No. 5 fu 

No. 6 

(a) Prices of some ‘sellers to bulk come 
mercial consumers are 0.15¢ higher. 


Aan. 4A 


No. 2 


—— at 1. 2. ey 
= oil, shore 


Range a ey to, i. Ae ASA 


No. 5 fuel i 
ORE 8.7 
No. 5 fuel, high 


sulfu 
No. a tui, high 
busnsense 7.65 


*Delivered Cleveland 


Corpus Christi, Tex. 
No. 6 fuel, no 
sulf. guar...... 
do barges 
Bunker C, 
bunkers 


Detroit, Mich. 


1 
No. 6 fuel....... A 


Houston, Tex. 
Kerosine, No. 1.. 


Jacksonville, Fla. 
Kerosine, No. 1. i. 1-12.9 
1.9-12.7 


bunkers 


Miami, Fla. 
Kerosine, No. 1. .13 
No. 2 f p 
= ay shore 


Minneapolis/St. Minn. 
a ie oil, No. 1. ot 3-12.18 


f .93-11.18 
Ne 5 fuel, high 

GUTMT... co.cc 9.25A 
No. 6 fuel, high 

MUS. oa ccooes 8.254 


onan 
Kerosine, No. 4 


12.2 
Light — 


Heavy Diesel, 
bunkers 


New Haven, Conn. 
Kerosine, No. 1. .12 


Diesel oil, shore 
plants 


No. 6 fuel, no 


New Orleans, 

Kerosine, No. i 11.4 
No. 2 fuel 10.5, 
Diesel oil, shore 


Heavy Diesel, 
bunkers 

Bunker C, 
bunkers. 


New York H 
Kerosine, No. 1 rK} 
co SA-il. 9A 


10, -10, 9, 
Diesel oil, Ba ‘ 


hore 
plants... ll. ar “128 
4 ; ; 10 


14 
lH 


Bunker C, 
bunkers 
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Kona ne a. 


-12.9 
-12.7 


No. 6 fuel. . ><... 8.25 


Wilmington, N. C. 
Kerosine, No. 1. .12. , 


pig 5A 


34.814 
Okla. 
gi coun as 
11,125-11.5 


Texas 
os Ft. Worth/Dallas) 
2-44 we. 
58 & above dl. 
| eee 9.75-10.5 

No. 6 fuel .20-2.50 
New Mexico/W. Texas 
42-44 

10.5-11.25 


Kansas (for Kan. destinations only) 
42-44 w.w 
11.375-11.5 


Ark. Cer eh. to bak. & ta) 


a 10.875 
1L.5A 


Oli City 
55 cetane Diesel. . 


10.35- 
36-40 gravity fuel.10.25 


California—Los Angeles Dist. 
Stove dist. 

i ees 8.25-12 
Diesel fuel 

as 7.75-11.25 


Hee 
PS $2.10A-2.45 


st. 

J) 8.25-15.3 
Diesel ni feat 
J, ee 7.75-13.8 
Light fuel 
PS 300 
Heav 

PS $2.104-2.45 


Tank Truck (400 
40-30 w.w. etme, 
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Refinery and Terminal Prices 





hy am Francisco Dist. 
40-43 or Ww. 


» kerosine 
tags dist. 


Pacific Coast 
Ships’ bunkers, or deep tank lots 
San Pedro, Calif. 


c 
Diesel—PS 200.. .$5.09 
Bunker C—PS 
400 


San Fra 
Diesel—PS 2 
Bunker C—PS — 
400 


Seattle, Wash. 
Diesel—PS 200.. .$5.55 
a C—PS 


Shs bu bunkers: US dollars per bbi of 


Natural Gasoline 


Prices are to blenders on freight basis 
shown: shipments into tank cars or pipe 
lines may originate in any Mid-Continent 
district. Prices on basis of last sale unless 
otherwise designated. 


FOB Group 3 
Grade 26-70 
4.5¢ 


FOB Breckenridge, Tex. 
Grade 26-70 
4¢ 


LP-Gas 


Producers’ net contract prices, tank cars 
transport trucks, 


Phi ladel phi 3: OSA “ 
! phia..... 
Oklahoma - 


bang 2 
Baton Rouge..... : a5 


Lubricating Oils 


Western Penna. 
wees Neutrals—No. 3 Col. Vis. at 


epee meaieeonge 
150 i (148 at 10°) 400 to 46 as 3 


| o> econ — galas 
26A 


at. 
600 fi 


stocks 

$f. a. 20 

«<a 
ash. 

630 flash 


Mid-Continent 

FOB Tulsa basis, for domestic shipment 
only, bright stock, vis. at 210° neutrals, 
vis. at 100° 0-10 p.p. 


160 vi 
0-10 p.p., '% vis. .26-27 
Neutral Olls—Conventional—Pate Oils 


150 vis. No. 3 col... .20 
180 vis. No. 3 col... 
200 vis. No. 3 col... . 
250 vis. No. 3 col... . 
280 vis. No. 3 col... . 
300 vis. No. 3 col... . 


Gulf Coast 

Solvent Refined Oils from Mid-Con- 
tinent grade crude: FOB ship at Gulf for 
export. 


Bright Stock, vis. at 210 
160-160 vis. 
0-10 p.t. 95 v.l... .26-27 


Neutral Oils—Vis. at ane v.L, 0-10 p.t. 


South Texas 
Vis. at 100° F., FOB S. Tex. refineries for 
domestic and/or export shipment. 





Tank-Wagon Prices 





Prices for gasoline do not include taxes; they 
do, however, include inspection fees, amounts 
of which may be obtained by writing to NPN. 
Gasoline taxes, shown in separate column, in- 
clude 4¢ federal, and state taxes; also city and 
county taxes as indicated in footnotes. 


Mobil Oil 


Mobil Gasoline 
(Regular) 
Dir. 


T.W. 
New York City 
Manhattan eses 
12.2 


Richmond 
Mt. Vernon, N. Y. 
Albany 


Rochester 


Bridgeport, Conn... .. 
Hartford.......... 
New Haven... .. 
Bangor, Me 
Portland..... 

Boston, Mass. 
Manchester, N. H 
Portsmouth 
oe ae 
Buriington, Vt 
Rutland 


13.9 
13.7 


wnooouso 


AMOwDDRODWW: POPOMORENN ND? 
COm eH OMe 


ee ed dd 


*Com. cons. t.c. prices 0.15¢ higher. 
Taxes: NYC prices are ex 3% city sales tax; Syracuse prices ex 2% city sales tax 


Cons. *Mobil Kerosine 
T.C. Yard 


Kerosine tank wagon prices also do not in- 
clude taxes; kerosine taxes where levied are 
indicated in footnotes. Discounts, if any, are 
shown in footnotes. These prices in effect 
February, 1961, as posted by principal mar- 
keting companies at their headquarters’ offices, 
but subject to later correction. 


Mobilfuel 
*Diesel *(No. 2 Fuel) 
Cc. ari 


T.C, 


- Sintst—ins Sieg 
:& Bi Rasa FE 


+ DWKwWNMNNNH: RD! 


11.4 
11.3 
11.6 
12:1 
12.4 


a 
. oOo ™ SNS 


© at et et et pet tt ts i 
a 


ee et ee eet et pet et PD 
ou 


© at et et et et pet et et 
+ Dew BNOOCwWonwmwnNo- 


HORN: BWW: Conw Dee Done 
a 
/_ Oe: 


lt — oe 


16.7 


Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, tw. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel—All points, t.w. less 0.5¢ for deliveries 


of 800 gal or more. 


. Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown tc. prices are dlivered, all other tc. prices FOB bulk terminals, 


Atlantic 
Refining 


Atlantic Gasoline 
lar) 


4 Ree 
Binghamton 


*Prices shown are 0.5¢ above prices effective on Dec. 15, 1 
a—State and federal taxes only. 

b—Fair-trade minimum service station price 
c—Fair-trade minimum service station price 


Philadelphia 


Notes: Premium-grade t.w. prifes 3.5¢ above regular. Kerosine—Penna. add 1¢ ge 
for t.w. deliveries under 150 gai at one time. Camden—Add 1¢ for deliveries of 100- 
gal, 2¢ for under 100 gal. 


Esso 


Standard 


Baltimore, Md. 

Cumberland 

Washington, D.C............. 
Danville, Va, 


Esso Gasoline 
Regular) 


d 


Sooww 
MooooooCoOO OOOO OSO OOOO OOOO O OOO OOOO OO 
Dwweres: : : 
ee ee 


8 








ee 





: BISRSAHIGIGSHH: : : 


+ Be Omaoo 


ss 2 ee 


Spartanburg 

New Orleans, La 
Baton Rouge 
Alexandria.......... 
Lake Charles. . 
Shreveport. . . 

New Iberia... 
Knoxville, Ten 


— 





a a ee ed 

POO OOO CO OCOO WOH DOWDODDOOWOOOWOWOOWOOCUOWOOO 
~ . 

POWOOO COC OCOOIDUNDONDODOOOWOWOOOOOOOOO 





ee et ee 


Oo 
SB eseeenesy | 


SIBHISSRASS: | 


*Prices apply for kerosine only. 


Hi Fuels 
No. 6 Fuel’ No. 4 Fuel 

Newark, N. J.... : . ? $3.20 
Baltimore, Md.......... Pr . ‘ 3.40 
Washington, D. C, 1,050 gal - 7 K 3.43 

Taxes: Louisiana kerosine prices do not include 1¢ state tax. 

Notes: Kerosine/No. 1—Atlantic City and Newark ue are for deliveries of 300"gal 
or¥more; add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 
2.5¢ above regular. 
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Tank Wagon Prices 





American Standard of Ohio 


Oil Co. a — Sohio Extron Gasoline (Regular Grade 
(Regular 


(Standard of Dealer Cons. 
Indiana Division) T.W. T.W. 


19.2 


? 

a 
Ff 
i 


i 
AMD 
Www 
00 GO ~~ 00 09 CO “1 09 CO “1 CO OD 


Or OCoOCOwlCo 


Detroit, aad, i 

Mpls. -St. Paui, ‘inn. 
Des Moines lowa... 
St. Louis, 

Wichita, ane. 
Omaha, N 

Fargo, ND 

Huron, S. b; 


= 
ocooomooco 
bt tt ot td rt pt pa pt pt 
AAHADAAAH 
oucmouwmunm 
tt te ee 
AANA Se He OH 
wmooucuouuun 


ragmrempsenensens ge 


Cowwvwvwwvw ” 


te et he ee ee 
cooooecoo ‘ 


et tet et pet 


Dan 
wwno 


Y 
Zanesville. 


@ See bon od all prices on larger women, ¢ ons 14.9¢ for 750 oS om. Note: Kerosine, Nok 1 2 Fuels—P es are for 100 ea - mote fer £0.99 a 2 d E 
14, 1-49 gal, add Premium-grade prices: consumer 
108 ren — "0a oe . resellers 3.5¢ don ngan t S.S. orices are at company-operated stations. 
Chicago. . f'g 15.4 ft, fo'9s 10.45 i's 


American Furnace Oil 
100-174 175-849 byes 1 gal 
gal & over & over 


Minneapol olis-St. Paul 16.2 15. d is'8 Standard 


Taxes: St. Louis gasoline tax includes 1.5¢ city tax. Des “Moines kerosine & furnace k k 
oil prices do not include 7¢ state tax. State sales, occupation, consumer & use taxes to phe med ay w be posting’, 


Se bed, were apes of California pxing for culvedies of ¢ 


town c.t.w. prices at some points subject to varying discounts for 


-_ 
o 
o 


MMOAMAMADMAD 
= 
ae 
al 





nO 
eee 
wo 
— 
- 
o 


quantity deliveries. 
N.B.: Established tank wagon prices are shown below. 
Some temporary prices maa be in effect in one or more local'ties. 


iii 
iff 


= Francisco, - ‘ 
Angeles 


wow 


— ee 


Continental Oil Texaco 


(N.B, Prices ere Continental's tank 


ye 
wagon prices. Current selling prices may Dealer Sait t hae iy, Utah 
rary rom thoee shown because of lca! Tw. Te rc §—s Honolute, Hewell.. 


Dallas, Tex... 16.4 I 14.8 Fairbanks, Alaska... 





Fire Chief Gasoline 
(Regular) 








HAMMNM MN a 
VNNON WOM wo 


—— 
_ wn 
_ 


00 to ‘m “1 & 00 & 00 00 & ~1 00 ww 00 


BUSSUSNSEESSS: 
O~ewionowon 


a Wichita Fats, Ie ;. 2 Standard No. 2 Burner Oil 
Ye ita Falls, iy £ bs a lo. 2 Burner 
oF ney sine Amari 18: 4 5 us Taxes: Honolulu—Diesel/furnace oil price is ex 1¢ state tax fall’prices are ex-Hawalian 
16.4 i 14.8 gross income tax of 0.75% wholesale and 3.5% retail. 
; 15.7 Notes: For other deliveries— 
14.8 Chevron (regular)—Add to 400-gal-and-over price 1¢ for 40-199 gal, 0.5¢ for 200-399 
; , Ly al, except to marine trade in Alaska where 0.5¢ differential applies to 40-399 gal; for 
eceee j , 14.8 jess than 40 gal, add 5¢ gal, except at Honolulu add 5¢ for less than 40 gal to marine 
Houston... .. \ i 14. H trade and less than 100 gal to shoreside trade. Chevron Supreme (premium) cae are 
San Antonio. A 14.8 th Lg higher than Chevron (regular) for quantity delivered at all points except Sait Lake 
Port Arthur, . 18: 4 : 14.8 3.5¢. ch Chevron Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 


Ly available. 
Gasoline taxes: 9¢ Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ for 20-199 gal, 
Notes: Prices are for min. 25-gal. de- 3¢ for 200-399 gal; tank car/truck trailer, deduct 3.5¢. 
liveries. Gasoline—Premium-grade tw. Diesel, furnace & stove oils—Add to 400-gal-and-over price 5¢ for less than 40 gal. 
prices 3.5¢ above regular. Kerosine— 1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 
tices apply to dealers & consumers. 


(Prices are per imperial gal; to arrive at price per U.JS 
gal, subtract 1/6th). 


Kentucky Standard Imperial Oil tus amin aneeen 


Kerosine 
ee. — _ St. John’s, Nfid......... A ; 24.7 
T.W. Taxes T.W. . 21. H 23.7 


Atlanta, Ga... 16.9 10.5 17.4 Charlottetown, PE i. 
4 Seine Lanny | iptate, i177 = oo 16.8 12.0 17.3 loa seecscccceccces ~ 
city taxes; Albuquerque _ 
Santa Fe, ‘Cheyenne & Conper, Jackson, Miss. 17.0 11.0 17.6 


Discounts: Salt Lake City , Twin Fla 16.6 11.0 17.4 
Falls gasoline p prices apply for deliveries Louisville, Ky. 16.7 11.0 17.6 
of less | cod educt Taxes: Birmingham gasoline[taxes in- 
0.5¢; 100 ‘fal ry a deduct 1 +. clude ee — tax. Kerosine 

Notes: Premium-grade t.w. prices 3.5¢ Mississipp iO: 5f. aes See A Vancouver, B. C.. 
above regular. Note: Current net prices may differ Taxes: Gasoline taxes are provincial taxes. 

*Consumer price 1.7¢ nt higher. from those listed because of temporary Note: Premium-grade t.w. 5.0¢ above regular. 

tConsumer price 1¢ gal higher. local conditions, *Subject to 1¢ gal special allowance at Toronto’and 1.5¢ gal at Montreal.’ 


nN 
Www oom ww www 
n 
we 
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BSSSLESN 
RBSIRGSRRS 
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PETROLEUM CALCULATOR CARDS 
ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS, in 1000 STEPS. ae wi on Request | 


stop to Figure USE OUR FAST, EASY-TO-READ 
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Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes Service are shown below. Figures are in ¢ per gal; (i) and (d) indicate Increases or de- 
in 55 representative U. S. cities on Feb. 1, 1961, as compiled by Platt’s OILGRAM Price —— as compared with Jan. 1, 1961. Tax col. indicates only motor fuel taxes levied as 
such, 
Dealer Service Service Service Service 
T.W. Station Tax Station 7 fe Tax cute 
(ex tax) (extax) (incl. 4¢fed.) (incl. tax) (ex tax) (ex tax) (Incl. 4¢ fed.) (inel. tax) 
10.15 d-31.26 Twin Cities, Minn........... 16.80 22.40 9.00 31.40 
11. 27.90 N.D 18.60 23.90 10.00 33.90 
30.90 . D. ‘) d-17.80 22.90 10.00 32.90 
. - 1-21.90 1-32.90 
22.90 32.90 
d-25.90 
31.90 
32.90 
29.90 
29.90 
27.90 
d-23.90 
28.90 


32.90 
d-30.90 


Average U. S. 

Portiand, Me. 

Manchester, N. H 

Burlington, Vt. 

Boston, Mass. 
Se 


ss 
s 


- 


St. Louis, Mo -12. d-17.40 
Wichita, Kans. A 22.90 
Tulsa, Okla........ 

Little Rock, Ark..... 

New Orleans, La 

Dallas, Tex 

Houston, Tex. 

El Paso, Tex... 

Albuquerque, N. M.......... 

Denver, Colo. 

Cheyenne, Wyo 

Great Falls, Mont. 

Boise, Idah 


tt pt et 


88888 88888 Ssusss Sssss Sssss sy 


Newark, N.J..............- 
Philadelphia, Pa. 
Wilmin 


Washington, D.C........... 
Charleston, W. Va 


Qa 
’ 


B SBBB3 sans 


i eee 
Los Angeles, Calif 

San Francisco, Calif 
Portland, Ore. 

Seattle, Wash. 


aa 
RSNS RNSBS SSBBP SSNs: 
SSSSS SSESE S3eSss SF 
oo 


Jackson, Mi 
Memphis, Tenn, 
Louisville, K 
Cleveland, Ohio 
Cincinnati, Ohio 
Indianapolis, Ind 
Chicago, II! 
Detroit, Mich 
Milwaukee, Wisc. 


Sssss Sssss sysss suzszs 


w 
S$ sssss sssss 


oo oo 


Spokane, Wash J 10.50 
*Includes 0.5¢ city tax. **Includes 1¢ city tax. ***Includes 1.5¢ city tax. 


eo 

~n 

se 
ace 


BASSE BRSES RRSES PSEBS SSRBS SB 
SSSS8 SSsss susss seses sssss se 


— te 


Average 1960 Prices: 55 Cities er ta) er at)” (afore) ink tan) 


Following are 1960 averages for 55 cities, computed from first-of-the-month prices R Y 10.00 
as compiled by Platt’s OILGRAM Price Service. Ch : no 
Dealer T.W. Service Station Tax _ Service Station i Wisc.. 20.98 10.00 
(ex tax) (extax) (incl. federal) (incl. tax) i é 9.00 
Average U. $...00....0...0. 10.14 31.13 |) Sebaaegnanesee 
Portland, Me. i a 11.00 4 OMERD, THOR. 6200s ccccscece 
Manchester, | _ Sopeseanen : 11.00 $0.07 ogee og age 
urlington, Vt .40 
Boston, Mass 26.98 Wichita, Kans. 
Providence, R. f.......0000- 7 


fs ees ee 
S 
8 


— = 
owo 


27.06 
29.32 


FSSex25H25 
Ssssssssss 


g8 


Seoeoweocsoooool Sow 


Wilmington 

Baltimore, Md 

Washington, D. C. 
Charleston, W. Va 

Norfolk, Va 

Charlotte, N.C....... i 
Charieston, $.C............ 


Jacksonville, Fla 
Birmingham, Ala 
Jackson, Miss. 


Reno, N 
Phoenix, 
Los Angeles, Calif. 
San Francisco, Calif 


spesssssssss 





se8sesssssses 
SBESSRSSLKRSRSBBSBSBLENEgsss: 
p> t~ | o 


- 
tt et Et Or Om OOWWODOOOO 
~ 
o 


SSssssssssssssssssssusys 


Oe tt pet et ae eh et te fh et el Pe 


*Includes 0.5¢ city tax. **inciudes 1¢ city tax. ***Includes 1.5¢ city tax. 
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Gasoline Markets 





Gasoline Consumption by States, October, 1960 


Tax Rate+ 
October —————First 10 Months———_—. October. 
1960 1959 


fe 


1959 


83,717,000 74,359,000 
7,728,000 5,670,000 
"409, 39,645,000 

51,177,000 45,546,000 

505,780,000 485,602,000 


61,272,000 59,745,000 
67,610,000 62,289,000 
17,115,000 15,665,000 
16,936 ,000 17,229,000 
146,431,000 140,096 ,000 


110,675,000 97,201,000 
19,419,000 15,245,000 
24,196,000 24,855, 000 

269, 119,000 251,874 ,000 

153,891,000 147,227 ,000 


103,542,000 91,165,000 
91,749,000 81 000 
77,727,000 

77,822,000 75,150,000 
28,753,000 26,828 ,000 


79,491,000 72,906 ,000 
123,633,000 120,215,000 
228,473,000 219,263 ,000 
126,571,000 109 000 

55,503,000 


147,738,000 


° 
Fs 


Cents 
PTE Ch PTOE SPO EE A MRT ee 847,179,000 


8S 
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NN &KBRONF esr Ph 
I~ SWWNO KNOT 


ho ee 
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OOSwF WUFSNHwO SWUMYIW BO@P 


Maryland 
Massachusetts 
Michigan 
Minnesota 


~ 


Missouri 

Montana 

Nebrask ee a eee 

Nevada. pasdeveerced 000 127, 

New Hampshire 172,231,000 


New Jersey 1,730 8 ee 1,678,947 ,000 


EG tic cpanakekiekdnceks veeecesesene peicunemnees , 168, 443, 
3,455,372,000 
1, 233,690,000 1,208,695, 000 
282,719,000 269 , 469,000 


2,746,678, 000 2,728,347 ,000 

949,053,000 901,879,000 

584,595,000 572,732,000 

ney Tere 2,747,390,000 2,720,034, 000 

Rhode Island. . 206 , 510,000 206 , 900,000 


South Carolina ‘ 619,370,000 609,058,000 
 iiies cc nidies pawn Ghee sé séacdseasscadneteadosies 299,945,000 296, 259,000 
Riess Kcnnbe kh cnc anddaun de kakesenes ute ¥ceteuel 1,009, 563 ,000 984 , 406 ,000 
A anacaie tice tidcusigd eens s oiuceidcccwieseodeh dunes 3,788,454, 000 3,851,557, 000 

299,529,000 291,339,000 


000 111,503,000 
000 1,104, 453,000 
000 
000 


961,892, 
436,745,000 
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Vermont ’ 
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ct ats io ckeeshdawnddekawnvan cAnatapadeansacadcers : 
etc dv ican kahit oe ckkdieans Kas x adanecekboekiencn 1, 
West Virginia 42 
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Wisconsin 1, 155,272,000 1, 128,870,000 
Wyoming 159, 367,000 152,417,000 


, 
, 
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++ 
wo mm! 
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Total 50 States and D. of C. 52,450,349,000 51,595,567,000 5,271,023,000 


tThese are State tax rates per gallon. In addition there is the Federal Tax of four cents (4¢) per gallon. 
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Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION CYLINDER 
New York Sydney, N. S. Boston S T 0 C 4 S 


Fine Lubricating Qualities 
For Greases 


Fluorescent color tor and Fluid Lubricents 
solvent extracted and This Is Your Market Place 
FY<folhina-Wa i] o}-Mell 

















Write Today for Advertising Space Rates err-McGee Oil Industries, In 

Super Kerr-McGee Building 
Paces || NATIONAL PETROLEUM NEWS Pee Oklahoma City, Okla. 
ceca he A 330 West 42nd St., New York 36, N. Y. CE 6-1313 


Paterson 4, New Jersey 


Petroleum Colors 
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Coming Meetings 





MARCH 


Wisconsin Petroleum Assn., annual meeting 
and trade show, Hotel Schroeder, Milwau- 
kee, Mar. 1-2. 


Indiana Liquefied Petroleum Gas 
annual meeting and trade show, Hotel Clay- 
pool, Indianapolis, Mar. 5-7. 


Oil Heat Assn. of Canada, sales man- 
agement conference in conjunction with 
national heating and air-conditioning show, 
Exhibition Park, Toronto, Mar. 6-8. 


Illinois Petroleum Marketers Assn., annual 
meeting and trade show, Hotel Morrison, 
Chicago, Mar. 7-8. 


Petroleum Packaging Committees, Packag- 
ing Institute, Sheraton Palace, San Francisco, 


~ Mar. 13-14. 


Ohio Petroleum Marketers Assn., annual 
convention and trade show, Deshler Hilton 
Hotel, Columbus, Mar. 22-23. 


Florida Petroleum Marketers Assn., semi- 
annual meeting, Hotel Roosevelt, Jackson- 
ville, Mar. 22-24. 


Canadian Petroleum Assn., annual meet- 
ing, Hotel Palliser, Calgary, Alberta, Mar. 
23. 


Iowa LP-Gas Assn., Hotel Kirkwood, Des 
Moines, Mar. 27-28. 


APRIL 


Oklahoma Oil Jobbers Assn., spring 
convention, Biltmore Hotel, Oklahoma City, 
Apr. 5-7. 


Texas Oil Jobbers Assn. and Texas Petro- 
leum Marketers Assn., annual meeting and 
trade show, Baker Hotel, Dallas, Apr. 6-8. 


Empire State Petroleum Assn., annual 
meeting and trade show, Grossinger’s, Lib- 
erty, N.Y., Apr. 9-11. 


Western Petroleum Refiners Assn., 49th 
annual meeting, Granada Hotel, San An- 
tonio, Tex., Apr. 10-12. 


American Society of Lubrication Engineers, 
annual meeting and exhibit, Bellevue-Strat- 
ford Hotel, Philadelphia, Apr. 11-13. 


Society of Independent Gasoline Marketers 
of America, semiannual meeting, New Or- 
leans, Apr. 13-14 (place unknown at publi- 
cation). : 


Kansas LP-Gas Assn., 16th annual conven- 
tion, Allis Hotel, Wichita, Apr. 16-17. 


Assn.*of Nebraska LP-Gas Dealers, annual 
meeting, Castle Hotel, Omaha, Apr. 16-17. 


Ohio LP-Gas Assn., annual convention and 
trade show, Sheraton Gibson Hotel, Cincin- 
nati, Apr. 16-18. 


Oil Industry TBA Group, West Coast 
section, Jack Tarr Motel, San Francisco, 
Apr. 17-18. 


Virginia Petroleum Jobbers Assn., annual 
meeting, Hotel Cavalier, Virginia Beach, 
Apr. 17-18. 


National Petroleum Assn., semiannual meet- 


ing, Sheraton-Cleveland Hotel, Cleveland, 
Apr. 19-20. 
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Fuel Merchants Assn., of New Jersey, an- 
nual convention and trade show, Haddon 
Hall, Atlantic City, Apr. 19-21. 


Mississippi LP-Gas Dealers Assn., annual 
meeting, Edgewater Gulf Hotel, Edgewater 
Park, Apr. 23-25. 


Oil-Heat Institute of America, annual meet- 
ing and convention, Statler Hilton Hotel, 
Washington, D. C., Apr. 23-26. 


Independent Oil Men’s Assn. of New Eng- 
land, annual convention, Statler Hilton Ho- 
tel, Boston, Apr. 27. 


Liquefied Petroleum Gas Assn., annual 
meeting and trade show, Conrad Hilton 
Hotel, Chicago, Apr. 30-May 3. 


National Tank Truck Carriers, annual meet- 
ing and trade show, Netherland-Hilton Hotel, 
Cincinnati, April 30-May 2. 


MAY 


API, Division of Marketing, fuel oil com- 
mittee meeting, Grand Hotel, Point Clear, 
Ala., May 1-3. 


North Carolina Oil Jobbers Assn., annual 
meeting, The Carolina Hotel, Pinehurst, 
May 4-7. 


Pennsylvania Petroleum Assn., Bedford 
Springs Hotel, Bedford, May 7-9. 


Tennessee Oil Men’s Assn., semiannual 
meeting, Read House Hotel, Chattanooga, 
May 7-9. 


Pennsylvania Petroleum Assn., semiannual 
meeting, Hotel Bedford Springs, Bedford, 
May 7-9. 


Oil Industry TBA Group, Central section, 
Fountainbleau Hotel, New Orleans, May 
8-9, 


Oil Industry TBA Group, Eastern sec- 
tion, Pocono Manor Inn, Pocono, Pa., 
May 11-12. 


Assn. of American Battery Manufacturers, 
The Roosevelt Hotel, New Orleans, May 
15-17. 


API Division of Marketing, mid-year meet- 
ing, Americana Hotel, Miami Beach, May 
16-19. 


National Oil Jobbers Council, Hotel Ameri- 
cana, Miami Beach, May 16-17. 


Oil Industry TBA Group, Canadian sec- 
tion, Royal York Hotel, Toronto, May 18. 


Georgia Oil Jobbers Assn., annual meeting, 
The Cloister Hotel, Sea Island, May 26-27. 


JUNE 


Petroleum Packaging Packag- 
ing Institute, June 15-16 (location unknown 
at publication). 


Wisconsin Petroleum Assn., annual golf 
tournament, Dell View Hotel, Lake Delton, 
June 20. 


JULY 
»Kentucky LP-Gas Assn.; annual meeting 
and trade show, The Kentucky Hotel, Louis- 
ville, July 23-25. 


pCongress of Petroleum Retailers, 15th 
annual session, Cosmopolitan Hotel, Denver, 
July 23-28. 


SEPTEMBER 


p»New Mexico Petroleum Marketers Assn., 
annual meeting, Western Skies Hotel, 
Albuquerque, Sept. 10. 


e»Empire State Petroleum Assn., fall 
meeting, Sagamore Hotel, Lake George, 
Sept. 24-26. 


Colorado Petroleum Marketers Assn., an- 
nual convention, Broadmoor Hotel, Denver, 
Sept. 28-Oct. 1. 


OCTOBER 


National Assn. of Oil Equipment Jobbers, 
annual convention and trade show, May- 
flower Hotel, Washington, D.C., Oct. 15-17. 


American Petroleum Credit Assn., annual 
meeting, Shamrock Hilton Hotel, Houston, 
Oct. 15-18. 


American Society of Lubrication Engi- 
neers and American Society of Mechanical 
Engineers, joint lubrication conference, Ho- 
tel Morrison, Chicago, Oct. 17-19. 


Assn. of American Battery Manufacturers, 
The Palmer House Hotel, Chicago, Oct. 
26-28. 


First Listing 





Iowa Independent Oil Jobbers Assn., 
Continuation Center, State Universtiy 
of Iowa, Iowa City, Mar. 6-8. 


Northwest Petroleum Assn., Oil Men's 
Club and Hotel Nicollet, Minneapolis, 
Mar. 8-10. 


Kentucky Petroleum Marketers 
Assn., University College, University 
of Louisville, Louisville, Mar. 13-16. 





MANAGEMENT INSTITUTES 


Kansas Of] Men’s Assn. University of 
Kansas, Lawrence, Apr. 5-7. 


North Carolina Oil Jebbers Assn, 
The University of North Carolina, 
Chapel Hill, Apr. 17-21. 


Missouri Petroleum Assn., University 
of Missouri, Columbia, Apr. 18-19. 








NATIONAL PETROLEUM NEWS * March, 1961 





THIS HANDSOME ADJUSTABLE OUTDOOR 


TH ERMOMETER 
on, \ 


WITH EACH CASE OF 


TUNG-SOL 


VISION-AID 
HEADLAMPS 


Adjusts 8 Ways—to suit your line-of-sight best 


Accurate—guaranteed to record from 60° below to 
120° above 


Easy To Read—big 4!4-inch dial, large numbers 
Rugged— made of durable, all-weather styron 
Exclusive Design—styled for beauty and use 
Mounting Bracket—sturdy, corrosion-proof metal 


4001, 4002, 4005, 6006, 6012 Famous Make— popular ‘‘Four Seasons’’ model manu- 
6013. YOUR CHOICE _ ANY TYPE factured by Springfield Instrument Co., Inc. 


You’ll want one of these attractive all-weather thermometers for yourself. And there’s always that special 
customer who would appreciate one as a gift. Act now—order as many cases of Tung-Sol headlamps as 
you can reasonably handle while this offer lasts. 


Order from Your Tung-Sol Supplier Now...Offer Limited 


od Automotive Products Division, 
= Tuna-Sor Etectric Inc., Newark 4, N. J. 
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Develop customers, move merchandise 


with KODAK 1961 PREMIUMS 


ee 





HAWKEYE FLASHFUN CAMERA 
This great new Kodak camera with 
built-in flash holder was especially de- 
signed for volume premium business. 
New features! Superb styling! Takes all 
three . . . color snaps, color slides, bril- 
liant black-and-whites. Approximate 
premium value: Camera, $6.95 .. . 
Hawkeye Flashfun Outfit, $9. 


KEY SALES-MAKER! 

Kodak Zoom 8 Reflex Camera builds high 
sales enthusiasm. Zoom 
effects, plus electric eye 
that automatically sets 
the lens, plus through- 
the-lens reflex view- 

ing. $199.50. 








MOST WANTED! because they are the most advertised! 


Here are some of Kodak’s most advertised cameras . . . welcomed 
as self-liquidators, direct-selling premiums and traffic builders. 
Also use Kodak cameras and outfits as contest awards, customer 
remembrances, business gifts. They’re America’s most wanted 
premiums. Prices run from $4.25 to several hundred dollars. 


SEND FOR FREE CATALOG. Get the complete story, mail the 


coupon today. 


Prices shown are list, subject to change without 
notice, and are suggested prices only. 








CUSTOMER DEVELOPER! 
Brownie Starmeter Camera 
for new customer develop- 
ment. Built-in meter shows 
proper settings. Boxed outfit 
includes camera, film, flash 
holder, batteries and bulbs. 
Camera, $21.95 . . . outfit, 
$27.50. 





SALES INCENTIVE! 
Brownie 8 Movie Camera, f/2.7, 
for clear, sharp movies. Just set the 
exposure dial, aim, and shoot. One 
of the most wanted cameras in Amer- 
ica! Camera, $26.95 . . . kit, $34.75. 


TRAFFIC BUILDER! 

Midget Brownie Starmite Camera is compact, ef- 
ficient, has built-in flash holder. Dependable traffic 
builder and order booster. For snaps or color slides. 
Camera, $11.50 . . . outfit (camera, film, batteries, 
bulbs), $12.95. 


EASTMAN KODAK COMPANY, Premium Sales Office, Rochester 4, N. Y. 


Gentlemen: Please send me more details on promotion opportunities with Kodak premiums. 


Name Position 








Company Street 





TRADEMARK 
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About Oil People 





Calling All Oil Men: Wake Up! 


That's the war-cry of 
oil heat’s Paul Revere 


ORDY HAGLUND talked himself into 

a taxing job this year: playing 
Paul Revere to Minnesota oil-heat 
men. 

As a modern-day counterpart of 
the Bostonian revolutionary who 
roused sleeping villages to the threat 
of invasion, Haglund will crisscross 
his state many times in coming 
months. He expects to travel 30,000 
to 35,000 miles by car in an attempt 
to build promotional fires under job- 
bers in big and small towns. He’ll also 
try to interest more suppliers in shell- 
ing Out more money to support local 
oil-heat promotion campaigns. 

How It Happened—At 34, Haglund 
is secretary-treasurer of Consolidated 
Oil Co., a 2.5-million-gal.-a-year Mo- 
bil jobbership in Willmar, Minn. He 
talked himself into the Paul Revere 
part as a member of the advertising 
committee of Northwest Oil-Heat 
Assn., an agency of Northwest Pe- 
troleum Assn. At committee meetings, 
Haglund said, in effect, “This is what 
has to be done.” He was given the job 
to see that it is done, since the group 
knew it couldn’t hire anyone for such 
a project. If his year-long crusade 
succeeds, other heating-oil men in the 
state will owe him a big debt of 
gratitude. 

Here’s the Pitch — Haglund takes 
the position that if natural gas isn’t 
combated with more vigor, 30% -40% 
of the state’s jobbers won't be in 
business five years hence. Heating-oil 
sales in the state total 793-million gal. 
a year, he says, and this amounts to 
40% of the light-product market in 
Minnesota. 

“If this market is lost, how will it 
affect jobbers and their suppliers?” 
asks Haglund. He knows that heating- 
oil sales often make the difference 
between profit and loss in a full-line 
jobber’s operation. 

His answer to the question: “If job- 
bers go down the drain because gas 
takes over the heating load, suppliers 
may be forced into a more costly 
system of distribution.” They would 
have to go direct in rural areas now 
served by jobbers. 

That’s the pitch he'll use to get 
more suppliers in the picture. Cur- 
rently, Cities Service, Shell, Sinclair, 
Pure, American Oil, Phillips, and Mo- 
bil are the Midwest marketers who 
contribute funds to National Fuel- 


Haglund: Building promotional fires 


Oil Council so that jobber funds can 
be matched. Other Midwest suppliers 
have been asked to join NFOC, 
haven't refused outright, but aren't 
supporting the group. “They are just 
riding for free,” says an NFOC 
spokesman. 

The same pitch, with a slightly dif- 
ferent twist, will be used to get more 
jobbers interested. And Haglund will 
ask suppliers’ help to get more job- 
bers in the picture. 

Promotional Push—tThere is oil- 
heat promotion going on in the state, 
but Haglund and others don’t think 
it’s the size and scope it should be. 
In the past year, 29 local campaigns 
have begun, with a total ad budget 
of $80,000. One of the biggest pro- 
grams is in Duluth, where $20,000 
was spent. Other groups in St. Cloud, 
Willmar, Cloquet and Fargo-Moor- 
head, spent between $5,000-$6,000. 

On the other hand, natural gas is 
moving into 166 new areas in the 
state and is more aggressive in its ad- 
vertising. That’s the situation Haglund 
wants to correct. “It is something 
that should have been done yesterday,” 
he says. 

This year’s oil-heat promotion goal 
is 20 new campaigns, a total ad bud- 
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get of about $100,000, and a public- 
relations campaign to augment the 
ad approach. 

One of the weaknesses of the cur- 
rent oil-heat campaign in the state is 
that jobbers in Minneapolis and St. 
Paul—the most populated area in the 
state—haven’t gotten together to pro- 
mote oil heat. Jobbers in the suburbs 
north of Minneapolis have, though. 
If Twin Cities jobbers do get a 
campaign going, they would use city 
newspapers as their media. Since such 
papers circulate statewide, promotion 
would hit areas in which no local cam- 
paigns exist. One of Haglund’s big 
jobs will be to get Twin City jobbers 
active in oil-heat promotion, so some 
of their advertising will rub off in 
other areas. 

But the main purpose of his cam- 
paign will be to get more small local 
Oil Men’s Clubs organized and then 
develop interest in oil-heat promotion 
on a local basis. Where one medium 
dominates a rural area, group clubs 
will be formed, with promotion han- 
dled on an area basis. 

Tough Talk—Haglund knows he’s 
asked for it. But he’s ready to talk 
tough to jobbers and suppliers alike. 
That may be a little out of character 
for Haglund, who speaks in a mild- 
mannered tone. But not many will 
miss the importance of the main points 
he'll drive home in his talks. 

To have any sort of success in the 
campaign, Haglund knows he'll have 
to overcome some jobber apathy and 
defeatism. The apathetic jobber, Hag- 
lund says, is one who thinks natural 
gas is a long way down the road—so 
why spend money to fight it now? 

Haglund says the defeatist thinks, 
“What can we do? We're licked be- 
fore we start.” 

Says Haglund, “Both these attitudes 
are not valid and can lead us down 
the road to failure.” 

Haglund’s replies to both these po- 
sitions will be that oil has plenty over 
natural gas. Price will be one of the 
main points he'll use. “Gas,” he says, 
“costs 8% more than oil in Minneapo- 
lis and 25% more than oil in the 
suburbs. Rates in Minneapolis have 
gone up 90% in eight years and it’s 
expected they'll go up more in the 
future. But the mains were built years 
ago, when costs were low. 

“Now gas is going into rural areas 
that don’t have the population of the 
Minneapolis area. The cost of build- 
ing lines to these areas is going to 
be very high. So it’s natural to expect 
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NEW TOOLS FOR FORMULATING 
HEATING OILS 


POUR DEPRESSANTS 


FOR THE REFINER 


Greatly increased freedom to adjust operations and inventories to meet 
changes in demand. More kerosene available for jet fuel, diesel fuel or 
other high value outlets. More high pour components receiving heating 
oil instead of fuel oil value. 


FOR THE MARKETER 

An end to costly operating difficulties formerly unavoidable in cold 
weather. Unprecedented flexibility in utilizing available heating oil 
inventory in almost any weather. 





UNMODIFIED 
HEATING OIL 





EFFECTIVE AT LOW CONCENTRATIONS 


Paradyne HO-10 and Paradyne HO-20, in concentrations of only 0.01 
to 0.1 weight per cent can lower ASTM pour points of heating oils vari- 
ously by 10 to more than 70 degrees Fahrenheit. Either one or both have 
been found effective in over 90 per cent of stocks tested. 


HOW THEY WORK 


Paradyne HO-10 and Paradyne HO-20 — both designed specifically for 
use in heating oils — drastically modify the size and structure of wax 
crystals formed when heating oil is cooled below its cloud or pour point. 
The pictures in the centerfold demonstrate their effect. 


WINTER FIELD TESTS 
REVEAL OUTSTANDING EVIDENCE... 


In addition to extensive laboratory tests, a wide range of field tests have 
been carried out in Canada and Maine during severe winter climate. 

Two heating oils having natural pour points of 20°F and —5° were both 
depressed with Paradyne HO-20 to —45°F and —40°F. The fuels were 
evaluated for low temperature flow properties in 12,000-gallon storage 
tanks, in tank truck deliveries, and in 524 home heating units. 

Even though the ambient temperature reached —30°F, good operability 
was obtained in storage, delivery and customer units. 





WAX CRYSTALS 
(MAGNIFICATION 
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A—PARADYNE HO-10 AND PARADYNE HO-20 

B—KEROSENE AT 05¢ PER GALLON HIGHER 
VALUE THAN HEATING OIL 

C—KEROSENE AT 10¢ PER GALLON HIGHER 
THAN HEATING OIL 


COST, CENTS 
PER BARREL fees 
OF HEATING OIL 0 4 6 @ 6 6 20 24 2 32 36 


POUR POINT REDUCTION (deg F) 


in. 
AND HERE’S HOW THESE ENJAY ADDITIVES 


STACK UP IN COST AGAINST KEROSENE... 


The cost of lowering the pour point of a typical heating oil with Paradyne 
HO-10 or Paradyne HO-20, compared with kerosene may be seen here 
at a glance. 

ee 


BLENDING FLEXIBILITY 


Paradyne HO-10 and Paradyne HO-20 may be added to heating oil at 


HEATING OIL any point in the distribution system—at the refinery, bulk plant or at 
ES Se Se the local terminal. 
ADDITIVE 





—r- 





EASY EVALUATION OF EFFECTIVENESS 


It’s easy to determine which and how much new Paradyne HO additive 
to use by simple ASTM pour determinations: 


1. Test the response of heating oils to both additives. 
2. Evaluate heating oil responses over a range of additive concentrations. 


3. Vary proportions of various stocks to be blended in the finished fuel. 
Generally, to effect maximum savings, evaluate the effect of high-pour 
components on blends. 


COMPOSITION AND APPEARANCE 

Both Paradyne HO-10 and Paradyne HO-20 are approximately 50% 
concentrates of active ingredient in kerosene. Both are liquids at room 
temperature. 


EASY TO STORE AND HANDLE! 


IN ‘> . oT For further information write to 15 West 
51st Street. New York 19, New York. 


IN HEATING OIL 
400X) ENJAY CHEMICAL COMPANY 


A DIVISION OF HUMBLE OIL & REFINING COMPANY 
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that gas will cost much more than oil 
in these areas.” 
Know-How—Haglund has had some 
experience getting local oil men or- 
ganized to support oil-heat promo- 
tion. When he and Gordon Adams left 
their jobs with Shell two and a half 
years ago to buy two companies and 
form Consolidated, Willmar lacked 
any oil-heat program. “So we got 
busy and in the first year, we had 
nine e of the 13 jobbers organized, 


e Ree 
* f 


Ion 
MEF 


* 


struction, Sizes 2”, 21/,”, 


ie 


4 KA 
sitet 
p * 


with a small program going. Now, we 
have all 13 supporting the promotion,” 
Haglund says. Assessing themselves 
Ye¢ per gal, they raised $3,000 last 
year. The money was matched by 
NFOC. 

To keep Haglund in expense money 
during the coming year, NPA has 
raised $15,000 from suppliers, trans- 
porters, equipment makers, and job- 
bers. White Haglund knows his ex- 
penses will be rhe he does not t know 


LOADING ASSEMBLIES 


SERVE 
to perfection, because 


they simplify all liquid loading operations; because they enable you 
to load with speed and ease economically; because they have great 
flexibility, with compactness, full flow action and safety; and 
offer 35 variations with models, designs and sizes for all appli- 
cations; some spring balanced; some with counter weights; 
some hydraulic; some mechanical, Sturdy, long-lasting con- 
3” and 4”, tof 
offing; one and all engineered to conveniently speed up the sires 
loading and unloading of tank cars and motor transports. : 
Write for Catalog 700 for complete descriptions. 


with a 6” unit in the 


Extreme Long Range 


Loading Assembly 





Representatives in all leading cities, U. S. and Canada 


iL EQUIPMENT MANUFACTURING Co. 


INCORPORATED 


3100 VERMONT AVENUE, LOUISVILLE 11, KY., 


U.S.A. 








until he reads it here that NPA also 
plans to reimburse him for his time. 

Before turning to jobbing, Hagland 
had been with Shell six years in gaso- 
line and fuel-oil marketing in the 
Minneapolis office. His partner in 
Consolidated had 13 years with Shell, 
six of them in the New York market, 
seven as sales supervisor and district 
manager in Minneapolis. 


Humble: The name’s the same 
PIPE-SMOKING Lloyd Humble, 
Shell jobber in Rushford, Minn., 
says he has the world by the tail. He 
just happens to operate Humble Oil 
Co., a 1,250,000-gal.-a-year jobber- 
ship in Fillmore County in the south- 
eastern part of the state. 

This Humble Oil Co. sells about as 
much gasoline in a year as the more 
famous Humble company does in a 
day. 

Jobber Humble believes that the 
giant Humble Oil & Refining Co., the 
domestic marketing arm of even big- 
ger Standard Oil Co. (N.J.), must talk 
terms with him if it wants to market 
in Minnesota. “I wish I were in his 
spot,” say many of his jobber friends. 

Jobber Humble says he hasn’t seen 
or talked to anyone from Humble Oil 
& Refining, hasn’t signed any papers, 
and hasn’t accepted any settlement. 

The similarity of names is not the 
only coincidence in the story. Both 
companies happen to market in Hous- 
ton, even though the Houstons are 
miles apart. Jobber Humble markets 
in Houston, Minn. Humble Oil & Re- 
fining markets in Houston, Tex. Job- 
ber Humble’s marketing effort in his 
Houston, however, is not under the 
Humble Oil Co. name. “I market 
there as Houston Shell Service,” he 
says. 

Minnesota’s Humble is sure of his 
right to use the name Humble. It’s 
been his company’s name since he 
started, Nov. 1, 1950. 

Jobber Humble is amused by what- 
ever mixup comes about locally 
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through the sameness of names. “In 
the fall, when Humble Oil & Refining 
sponsors football telecasts, my friends 
kid me a lot. ‘I see you are on tele- 
vision, Lloyd,’ they say to me.” 

Jobber Humble believes in adver- 
tising. A 16x12-ft. sign on top of his 
bulk-plant office on Highway 16 in 
Rushford proclaims, “The Home of 
Humble Oil Co.” At night the sign is 
illuminated. 

“I get many people from Texas and 
that area stopping at my bulk plant to 
take pictures of it. They think it’s kind 
of funny to find a Humble Oil Co. way 
up here,” he says. 

Jobber Humble has 10 dealer ac- 
counts and about 500 _heating-oil 
accounts. His home base is Rushford, 
a town with a population of 1,500, 
but his Houston bulk plant serves part 
of his marketing area. He plans to 
build plants in Spring Grove, a town 
of 1,500, not far from the lIowa- 
Minnesota line, and in La Crescent, 
on the west bank of the Mississippi 
River across from Wisconsin. He has 
no plans to cross state lines, although 
a move into Iowa may add to his 
bargaining position if and when Hum- 
ble Oil & Refining comes calling. 
Humble Oil & Refining’s Oklahoma- 
Pate division is already active in 
Wisconsin. 

When he has the time, the 45-year- 
old lifelong resident of Rushford 
sometimes goes trout fishing. He be- 
longs to Rushford Men’s Club of the 
Lutheran Chruch, the Rushford Com- 
mercial Club, and the Rushford De- 
velopment Club. 


Hamilton: Politics and oil 


GETTING VOTES AND CUSTOM- 
ERS seems to come easily to 38-year- 
old James R. Hamilton, new president 
of the Kentucky Petroleum Marketers 
Assn. Besides being a leader in his 
Kentucky market, he’s entering his 
fourth year as a state senator. 
Hamilton is a Shell jobber in 





Georgetown (pop. 6,500), a dozen 
miles from Lexington in the heart of 
the bluegrass country. Hamilton Oil 
Co., with a volume of about 175,000 
gal. of light oils a month, commands 
23% of the gasoline business in that 
rural market. 

A World War II staff sergeant with 
a record of 35 bombing missions as 
a tail-gunner on a B-17, Hamilton 
clerked in a clothing store after his 
discharge, then joined his father’s 
jobbership in 1948 when volume was 
85,000 gal. a month. Later Hamilton 
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leased the business from his father 
and now runs it himself with five 
employes (three drivers, a bookkeep- 
er, and a maintenance man). 

With a friendly manner, Hamilton 
moves quickly through the lobby of 
the Brown Hotel, Louisville, greeting 
many guests and hotel employes by 
name, pauses to talk shop (politics or 
oil) and flatters the ladies with courte- 
ous conversation. 

His personality has been a political 
as well as a business asset. First, he 
was asked to run for the city council, 





“SAVE 


DELIVERY TIME 


CUT 


MAINTENANCE COSTS 


WITH VIKING TRUCK-MOUNTING PUMPS 


If you’re a truck operator, who wants good service for years 
plus the right capacity to meet your needs, Viking truck mount- 
ing pumps were made for you. They’re dependable! Ask the 
man who operates a Viking pump-equipped truck. Capacities 
from 35 to 300 G.P.M. available. 


... AND WITH VIKING PUMPS YOU ALSO HAVE: 
@ Extra long packing box or 


@ Fast, positive delivery 


@ Revolvable casing for handy port 
locations. 8 positions 


@ Integral thrust bearing of sturdy 
construction. 


mechanical seal. 


@ Safety valve on pump head. 
@ Large mechanical seal type pumps 


equipped with aluminum brackets 
for lighter weight. 


For complete information, write for catalog GR 


VIKING 


Cedar Falls, lowa, U.S.A. 
In Canada, 
It's ‘‘Roto-King’’ Pumps 
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PUMP COMPANY 


i) 
Offices and Distributors 
in Principal Cities 


See Your 
Classified Telephone Directory 
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and he won a seat. Then he defeated 
a police judge who had held office 
22 years. In 1958 he was elected a 
democratic state senator for a four- 
year term, expiring this year. He de- 
scribes himself as a _ preconvention 
Kennedy supporter. 

“I love politics,’ says Hamilton. 
“It gets into your blood, but it’s not 
good for business because you're 
bound to make a few enemies.” 

Hamilton is in the American Le- 


Lexington. His membership in the 
Spring Valley Country Club, Lexing- 
ton, is something “I don’t get to use 
because I don’t have time.” 

Jim Hamilton married Louise Per- 
ry, a hometown girl, and they have 
three daughters: Dana Kay, 13; Debra 
Ann, 8, and Candice Louise, 7 (“I 
need truck drivers, but all I get is 
bookkeepers”’ ). 

Worst problem for Kentucky job- 


NEWS NOTES 





Arthur B. Hers- 
berger, former gen- 
eral manager of 
foreign marketing 
and manager of 
special sales, has 
been named gen- 
eral manager of 
marketing for At- 
lantic Refining Co. 


bers is the competition of co-ops, He'll report to 
which have an unfair advantage be- : Dwight T. Colley, 
cause they’re tax-free,” says Hamilton. vice president in 
aa charge of domestic 
and foreign marketing, who’s retiring on 
May 1. 

In another change, Milton G. Davis 
will become manager of domestic mar- 
keting, reporting to Hersberger. He was 
most recently manager of regional mar- 
keting. 

Hersberger kas been with Atlantic 
since 1936, beginning in the research and 
development department. He rose to be- 
come associate director of the department 
after which he became manager of chem- 
ical sales in 1947. In 1951 he was made 
manager of the product sales division, 
and in 1957 was appointed manager of 
headquarters sales and special services. 
He assumed his most recent duties in 
1959. Hersberger has a Ph.D. from the 
University of Maryland. 

Davis, a graduate of Brown University 
joined Atlantic in 1937 as a service-sta- 
tion operator. After 10 years of sales- 
supervisory responsibility, he became 
sales group manager in 1949. He has 
} served as regional manager in both the 


gion, VFW, Farm Bureau, and a 


member of the Christian Church in 


a new and exciting package 
from SCULLY SIGNAL COMPANY 


Hersberger 
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southern and eastern Pennsylvania re- 
gions, and was manager of marketing 
operations in Philadelphia before assum- 
ing his most recent position in 1958. 

» 


ence Bees § 
PATENTS ISSUED AND PENDING 


Now, the fingertip ease and precision of the new SCULMATIC Flow 
Control has been added to the exclusive features of the SCULTROL* 
Pressure Limit Control, creating a unique combination for safer, more 
profitable fuel oil delivery. 


SCULMATIC Flow Control assures pumping pressure only when you 
need it. Since no excess pressure is required, gas waste is eliminated 
and engine wear reduced, while the life of hose, meter and pump is 
prolonged. Controls of everything — pump, engine, and rate of flow — 
is exactly where it should be: in the driver’s grip on the nozzle. 


Except when the nozzle is open, the engine is quietly idle. ‘‘Shock”’ 
pressures are minimized, and driver fatigue caused by handling ‘‘stiff’’ 
hose is greatly reduced. Add to this the proven dependability of 
SCULTROL®, keeping operating pressures within the exact limits you 
have determined. The result is fast, easy, and efficient delivery — in 
the unified, SCULLY way. 


SCULMATIC and SCULTROL® units are available singly or in this eco- 
nomical combination for 2”, 214”, or 3” pipe, 6 or 12 volt systems. 
Complete detailed instructions for easy installation are included in 
every package. 


Schiller Sucher 


Maurice S. Schiller is now president 
and director of Speedway Petroleum 
Corp. He succeeds C. William Sucher, 
who recently resigned to become chair- 
man of the board of Tulsa Oil Corp., 
Detroit. 

Schiller was formerly executive vice 
president of Speedway and vice president 
of Aurora Gasoline Co., Speedway’s 
parent. He began with Aurora in 1939, 
and served in sales and purchasing posi- 
tions in Detroit prior to his 1945 transfer 
to Tulsa as manager of crude-oil explora- 
tion and supply. He became Aurora vice 


SsC Le IIs Y sicwar COMPANY 


MELROSE 76, MASSACHUSETTS 
, IN CANADA: E. S. Gallagher Sales, Ltd., 10 Hafis Rd., Toronto, Ontario 


© 1961 SCULLY Signal Company (All names in Capitals are Trademarks of Scully Signal Company) 
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president in 1954, a position he’ll still 
hold. 

Sucher, Speedway’s president for near- 
ly 30 years, cofounded the company with 
his late brother, Harold. 

* 

William L. Nay- 
lor, senior vice 
president of Gulf 
Oil Corp., has re- 
tired after more 
than 40 years with 
the company. He 
began in the Hous- 
ton crude-oil pur- 
chasing depart- 
ment in 1920. 
After spending five 
years in the com- 
pany’s financial de- 

partment in Mexico, he was transferred 
to Pittsburgh in 1928 as a member on 
the comptroller’s staff. He became as- 
sistant comptroller in 1934 and comptrol- 
ler in 1948. In 1955 he was elected 
senior vice president. 


Naylor 


e 

Theisen-Clemens Co., Cities Service 
jobber in St. Joseph, Mich., is celebrat- 
ing its sixtieth year in petroleum market- 
ing. The company, founded in 1901 by 
John Theisen and his brother Louis, was 
originally a kerosine distributorship. A 
couple of years later the brothers were 
forced by oil producers to carry a by- 
product that nobody seemed to want very 
much—gasoline. They considered them- 
selves lucky because they were able to 
unload most of the stuff on a nearby 
boat plant. 

Now the firm’s selling over 20-million 
gal. of that “stuff” every year, and has 
a 3.5-million gal. fuel-oil business on the 
side. Theisen-Clemens, headed by presi- 
dent Clem Theisen, is also among the 
top 20 jobbers in the U. S. (NPN—May 
59, p102). 

a 

James R. Hamilton, Hamilton Oil Co. 
(Shell, Georgetown) was elected presi- 
dent of the Kentucky Petroleum Market- 
ers Assn. At the annual convention in 
Louisville. He succeeds George Haydon 
(Ashland jobber), Springfield. (For a 
profile on Hamilton, see page 183.) 

It was a sweep for Shell jobbers. Mel 
C. Browning, Bowling Green, is first vice 
president, and John R. Richie, Glasgow, 
is second vice president. Elected to 
three-year directorships: James D. 
Campbell, Shell jobber, Frankfort; C. 
Dudley Givens, Conoco jobber, Hender- 
son; James F. Parker, Pure jobber, 
Louisville; C. B. Compton, Kentucky 
Standard division manager, Louisville, 
and Jack H. Donley, Aetna division man- 
ager of Ashland, Louisville. 

ey 

Some promotions and changes have 
taken place at Western Oil and Fuel Co., 
Minneapolis. Walter G. Baskerville, ex- 
ecutive vice president of the firm since 
1950, will go on special assignment to 
Europe for Continental Oil Co., West- 
ern’s parent. T. B. Murphy, former sales 
vice president, takes over as executive 
vice president. W. H. Burnap succeeds 





Lifts All 1961 Cars*..... 


AIR-OPERATED 


“DELUXE” 
SERVICE JACK 


LIFTS 3000 LBS ON 125 
LBS OF AIR PRESSURE 





Special 
Adapters 

for 1961 
Thunderbird, 
F-85 Olds. and 
Nash Rambler 


GIVES YOU 
* CONVENIENCE « SPEED 
* SAFETY and 
* ECONOMY 


GREASE LIFT EXTENSION 
AVAILABLE AT LITTLE EXTRA COST 


BRANICK MFG. CO. 


FARGO NO. DAKOTA 














HAVE TOMORROW'S STATION TODAY WITH 


“GASILE”’ 
STEEL FORMS 


(T.M. REG. & PAT. NO. 2,767.626) 





WRITE FOR INFORMATION OR PRICES 


Ww. B. GOODE COMPANY, INC. 
PHONE ELGIN 3-556! * 2915 WEST LEIGH STREET * RICHMOND 30, VIRGINIA 








one 


=> Your Car’s Pep Tonic 
, 

got 

a 


7 MOTOR 
MEDIC 


MOTOR-MEDIC NO. 1—Stops oil burning when added 
to motor oil. Reduces friction and wear by provid- 
ing lasting oil film strength. 


MOTOR-MEDIC NO. 2—Is the new scientific blend 
of solvents, lubricants and inhibitors for effective 
treatment of sluggish engines. Add to gasoline. 


MAKES 
OLD CARS 


YOUNG 


RADIATOR 
SPECIALTY CO. 
CHARLOTTE, WN. C. 
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—rt0 2 
‘tos ow 


If you move oil... here is your ticket to bigger profits. This ticket is a printed 
record of the amount of oil or gasoline transferred from one point to an- 
other. Its unique function pays off all along the distribution network... from 
pipe lines to bulk tanks to loading racks to tank trucks to the consumer. 
Tickets like this one are printed by a remarkable Veeder-Root counter used 
by leading meter manufacturers to automatically record liquid flowin tamp- 
erproof form. It’s called the Master Meter Duplicator. Ask your meter sup- 
plier to show you how this counter-printer ends guesswork and waste. How 
it tightens control, nourishes profits. Write for Bulletin 227736. Special 
Products Mer., Veeder-Root Inc., Hartford 2, Conn. count on...Veeder-Root 


0090 6 


GALLONS 


ons 


Master Meter Duplicator adapts to most makes of 
meters ... prints a “‘sealed in” ticket that shows 

the number of gallons delivered ... gives each 
transfer a serial number... protects your customers, 
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Murphy, moving up from division sales 
manager. H. M. Baskerville Jr. assumes 
the post of merchandising and opera- 
tions vice president. He was formerly 
merchandising manager. Arnold Norum 
assumes expanded responsibilities as sec- 
retary-treasurer. 
. 

Dave DeTar, president of Aero Oil 
Co., New Oxford, Pa., was crowned the 
1960 plug-casting champion of the Miami 
Rod and Reel Club. Jobber DeTar has 
won a total of six championships in the 
past seven years, and is the only person 
ever to be a champion in all five areas of 
fly, spinning, plug, light tackling, and 
angling. His latest catches, which brought 
him the 1960 championship, were a 55- 
lb. white marlin, a 361%2-Ilb. bluefin tuna, 
a 23'%-lb. blackfin tuna, and a 41-lb. 
cobia. 


Deaths ... 


I. G. (Ike) Mor- 
gan, 56, vice presi- 
dent and chief ex- 
ecutive officer of 
Texaco Inc. at Los 
Angeles, died Jan. 
19 of a heart at- 
tack. He was ad- 
dressing an_ oil- 
industry meeting at 
the Statler - Hilton 
at the time of his 
attack. 

A native of Bel- 
ton, Tex., he attended Baylor College in 
Waco where he received a_ teacher's 
certificate. After serving as principal of 
a Holland, Tex., high school, Morgan 
joined Texaco in 1931 as a service-sta- 
tion salesman. In 1938 he became as- 
sistant division sales manager in Houston. 
He served in the same positions in Dallas 
and Atlanta until he was appointed man- 
ager of the Dallas division in 1947. In 
1953 he became assistant general sales 
manager of the Pacific coast region, and 
general sales manager there in 1959. He 
was elected vice president in charge of 
domestic sales in 1960, and transferred 
to New York. The same year he went 
back to Los Angeles as chief executive 
officer there. 

He is survived by his wife Gussie and 
a daughter. 


Morgan 


» 
James L. Me- 
Intyre, 63-year-old 
president of Laurel 
Oil Co., Esso heat- 
ing-oil jobbership 
in Hartford, Conn., 
died Jan. 15 in a 
hospital 12 hours 
after being strick- 
en with a heart at- 
tack. An oil man 
for about half a 
century, McIntyre 
was with the old 
Socony-Vacuum Oil Co. for 20 years, 
serving as district manager for the state 


McIntyre 


for 10 years. He was in the heating-oil 
business for 26 years. Active in oil as- 
sociation work, he was founder and presi- 
dent of Connecticut Petroleum Assn. and 
was chairman of the Connecticut pro- 
gram observing oil’s centennial year. 


* 

G. Richard Duffy, 54, president of 
Rhode Island Refining Co. and a di- 
rector of Curran & Burton Inc., died Jan. 
16 in Fall River, Mass., after a long 
illness. During World War II he was head 
of the New England division of the oil- 


About Oil People 





industry branch of the office of price 
administration. He was a member of the 
New England Oil Men’s Assn. and the 
Oil Heat Institute. 

* 

W. Scott Glore Sr., 83, founder of the 
Glore Oil Co., Standard of Kentucky 
jobbership in Danville, Ky., a cofounder, 
charter member, and honorary director 
of Kentucky Petroleum Marketers Assn., 
died Jan. 16 in Danville. His son W. S. 
Glore Jr., is in charge of the company. 


ALL-PURPOSE METER 


serves long-standing need 


Here is a high quality meter of 
moderate cost that fills a long-felt 
need on farms, in business and 
industry. Capacity is 15 g. p.m. 
Operates efficiently on portable 
or stationary pumps; electric, 
gasoline or hand powered, and 


SYMBOL OF EXCELLENCE 


OKHEIM® 


TOKHEIM 
697 SERIES 
For Consumer Use 


on gravity tanks with liquid flow 
as low as 3 g. p.m. Calibration 
adjustment. 100-gallon register, 
100,000-gallon totalizer. Over 
1,000,000-gallon life expectancy. 
Listed by Underwriters’ Labora- 
tories. Write for bulletin today. 


General Products Division 


TOKHEIM CORPORATION 
1650 Wabash Ave., 


Fort Wayne 1, Indiana 





METERS 


Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 


Toronto, Ont. ; Tokheim International, A.G., Lucerne, Switzerland 
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Do you wonder 


. . if premiums will help 
solve your 
problems? 


. . . if you can increase your 
sales with premiums? 


.. . if incentive merchandis- 
ing can be profitable in any 
phase of your marketing 
set-up? 


You Can Get the Answers 


to these and other questions 
you may have regarding mer- 
chandising through prem- 
iums when you attend 


28th annual 
National Premium 


Buyers Exposition 


. hub of the premium and 
incentive merchandising industry 


NAVY PIER — CHICAGO 
April 10-11-12-13, 1961 


@ Buyers of premiums 
and incentive merchan- 
dise and those who plan 
sales and marketing pro- 
grams can register now 
by writing 


A. B. COFFMAN ee | 


Exposition Managers 
28 East Jackson Bivd. 


Chicago 4, Ill. 
Phone: WEbster 9-0980 


NPBE is under the auspices of the 
Premium Advertising Association of America, Inc. 





merchandising 











| 


SEARCHLIGHT SECTION 








SELL 


available. 


there is 


ARE YOU A FORGOTTEN MAN? 


in your present job? 
We mention this because there are several 
openings available in established territories to 
branded petroleum products for a sound 
company. A generous base salary, com- 
mission, travel expense and benefits are 


TO PROVEN PRODUCERS of business (as they 
demonstrate ability to handle responsibility) 


PLENTY OF PROMOTION ROOM AHEAD 


Write NOW, stating your qualifications, to 


SW-5845 National Petroleum News 
520 N. Michigan Ave., Chicago 11, 








SALES EXECUTIVE 


A position of responsibility in Southeastern States 
with a leading oil company. Retai) petroleum 
marketing experience at high management level 
necessary. Salary commensurate with proven ability 
in management and sales. Attach a detailed sum 
marv of background and experience in confidence in 
replying to 
P5890 National Petroleum News 

Class. Adv. Div., P.0. Box 12, N.Y. 36, N.Y. 














ADDRESS BOX NO. REPLIES TO: ow No. 
Classified Adv. Div. of this publication. 
Send to office nearest you. 
NEW YORK 36: P. O. Box 12 
CHICAGO 11: 520 N. 
SAN FRANCISCO 11: 


Michigan Ave. 
255 California St. 


‘SELLING OPPORTUNITY AVAILABLE 


Wanted Manufacturers Representative to cover 
the states of Georgia and Florida. Send complete 
resume including experience, etc. with first letter 
to: Sales Manager, A. Y. McDonald Mfg. Co., 
P.O. Box 508, Dubuque, Iowa. 
- POSITIONS WANTED 

Greater opportunity needed by employed indus- 
trial sales executive. Heavy technical and in- 
dustrial sales experience. Top performance 
record. PW-6070, National Petroleum News. 





Good Versatile Salesman & Lubrication Engineer. 
Age 38, solid family man, 16 years diversified 
Major Oi] marketing experience with Service 
Stations, Jobbers, Distributors, Wholesale sales 
including OEM, Sales Promotion and Advertis- 
ing, TBA, Real Estate, Lubrication Engineering 
and Sales Training, etc. Excellent references. 
Member SAE and ASLE. Till recently was Sales 
Promotion Manager and Sales-Service Lubrica- 
tion Engineer for large custom lubricants mfgr. 
Desire permanent connection in Sales Depart- 
ment of reputable progressive company. Will 
relocate. G. L. “‘Mac’”’ McCumber, 1459 Wood- 
land, Wichita, Kansas. Phone AM-27165. 





Experienced and Pmmnales Major Oil Company 
sales person seeks sales opportunity with grow- 
ing Western States Private Brand Marketer. 
Please forward application and job description 
to PW-6132, National Petroleum News. 


BUS! NESS OPPORTUNITIES 
For i fae Florida Stati 2 Ind dent sta- 
tions, large storage and frontage. Real Estate 
included. BO-58: 34, National Petro!eum News. 


Bulk Oil Setmeeiates of Wisconsin’s sees 
expanding rural developments along Lake Michi- 
gan. Modern Filling Station. Bulk Plant. Truck. 
Small investment. Write to BO-6205, National 
Petroleum News. 





FOR SALE 
TOP PETROLEUM AND ANTI-FREEZE BRANDS 


“ennn—-foameent U.S. Patent Office and 
mg = widely used for anti-freeze 
and oils 


—Registered U.S. Patent Office and used 
in Southeast. 


“FLEET —In use for 26 years and registered 
and established from Pennsylvania 
thru the South. 


—Registered U.S. Patent Office for pe- 
troleum products. 
Contact—Sam Claiborne 
Fleet Building 
LaFollette, Tenn. 


“SAIL” 


“GAY” 








Wanted: 
IDEAS AND PATENTS, 
ECIALTY 
VALVES AND FITTINGS, ETC. 
FOR THE PETROLEUM INDUSTRY 
UNIVERSAL VALVE CO. 
409 South Street, Elizabeth, N.J. 








BUDGET PAYMENT PLAN 


A complete budget plan for your fuel oil cus- 
tomers; tailored to your needs, All forms im- 
printed with you name and address. For free 
samples, write: 


CALCULATORS 


P.O. Box 1054 Mansfield, Ohio 











“BUSINESS OPPORTUNITIES _ 


Wanted to Purchase—Oil Jobbership in Wis- 
consin. Adequate financial backing available. 
BO-6153, National Petroleum News. 


For Sale Petroleum Products Distributorship 
Western New York. Annual volume 1,000,000 
gallons thru four owned or controlled outlets. 
2,500,000 gallon potential within five years. 
Minimum overhead. $50,000.00 of Realty in- 
cluded in total price of $80,000.00. Some terms 
available. Now representing leading Major 
Brand. Principals only. BO-6226, National 
Petroleum News. 








For Sale Major Oil Company Distributorship— 
Central Michigan area—Approximately seven 
million gallons of Gasoline and Fuel Oil busi- 
ness. Two major lines of Lubricants, plus T.B.A. 
items. BO-6235, National Petroleum News. 
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PLASTILUX : the <2) 
t ‘ 
KEYST 


SIGNS OF 
INCREASED 
GALLONAGE 


MODERN STATIONS 
NEED THIS EXTRA 


Dress up new and old stations with brighter 
Plastilux® signs. This sales power is available to 
every petroleum products marketer. The trouble- 
free service, long life, low maintenance have been 
proved by years of use. 


The services of a Signvertising® Engineer to help 
modernize your entire sign program are available 
without obligation. Use the coupon below. 


ee service stations. 
Please have a Signvertising Engineer call. 


Name 
See how maximum light power is developed 


— how shadow-free engineering is perfected 
— how easy, low cost maintenance is assured. 


Title... 


Company 


NEON PRODUCTS Address 
INCORPORATED 
® Z.ima 4, Ohio’'U. S.A. 
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ra better 


measure 


of profit 





whole gallon 


This little jiggerful is a pretty close 4 measure of the average petroleum 
jobber’s profit per gallon. Lose it \ #\\'@ through spillage, pilferage or in- 
accurate measurement and you lose the “—® profit on a whole gallon sold! 

Multiply this by the number of gallons one of your trucks handles. A small 
measuring error could give away $2,000 of your money in one year with the greatest 
of ease! 

This is why accuracy is the only important factor when buying a meter. All other 
factors, such as loss of head or a slightly lower price, take a back seat. 

Make sure you get true accuracy in three dimensions . . . accuracy at one rate 
of flow at any one time . . . accuracy over a wide range of flows . . . and most 
important, accuracy that’s sustained over many years, that doesn’t drift every time 
you turn your back. 

Neptune’s fine reputation and leadership is based on true three-dimensional 
accuracy. For positive personal proof, make your own tests. Keep comparative 
records. And ask your neighbors. 

Neptune oil equipment jobbers near you have all sizes for tank trucks, trans- 
ports, refuelers, bulk plants and terminals. 


NEPTUNE METER COMPANY 


47-25 34th St., Long Island City 1, N.Y. LIQUID METER DIVISION 
Branches and Jobbers in All Principal Cities 





e The Almighty Price. Gulf Oil marketing VP Jack Len- 
ker tells the one about the man who was cornered by a 
salesman and offered an elephant for $100. 

“I can’t use it,” the prospect said. “I live in an apart- 
ment, and the lease doesn’t permit pets.” 

“You could use it for transportation,” the salesman 
countered. 

“I got two cars already.” 

“Buy it for laughs,” suggested the salesman. “Squirt all 


the kids on the block next summer. After all, $100 isn’t 
much.” 

“Got no kids.” 

“Wait a minute,” the salesman said. “This could be 
your lucky day. I just got a call from the home office. 
It’s the president’s birthday today. In honor of the oc- 
casion, I think I could get you TWO elephants for $150.” 

“Now you're talking!” beamed the prospect. 


e That Ever-Loving Cuff. “Dad, I’ve got a big date to- 
night,” said the son of a wealthy oil executive in Waxa- 
hachie, Tex. “May I use your expense account?” 











“I said a LITTLE display!” 
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“Yep, | got the idea from the inauguration. 
Been wearing it ever since.” 


of the barrel 








“ 


. - and then the real-estate man said, ‘I have it 
on good authority, a b:and-new super-highway will 
be constructed directly in front of this station. So, 
of course, not being one to turn down a good busi- 


” 


ness opportunity... 











e Definition: Modern man is one who drives a mortgaged 
automobile over a bond-financed highway on credit-card 
gasoline. 
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Regional Sales Representatives 


ATLANTA 9, 1375 Peachtree Street, N.E., 
Raymond K. Burnet, Trinity 5-0523 


BOSTON 16, Copley Square 
Dawson A. Rutter, Congress 2-1160 


CHICAGO 11, 520 North Michigan Ave., 
Raymond J. Kelly, Mohawk 4-5800 


CLEVELAND 13, 1164 Illuminating Bldg., 
55 Public Square 
Walter G. Berger, Superior 1-7000 


DALLAS 1, 2100 Vaughn Bldg., 17112 Com- 
merce Street 
Riverside 7-9721 


John Grant, 
DENVER 2, Tower Bldg., 1700 Broadway 


John W. Patten, Alpine 5-2981 


DETROIT 26, 856 Penobscot Bldg., 
Walter G. Berger, Woodward 2-1793 
Carl J. Coash Jr., Woodward 2-1793 


HOUSTON 25, 725 Prudential Bldg. 
Gene Holland, Jackson 6-128] 


LOS ANGELES 17, 1125 West 6th Street 
Peter S. Carberry, Huntley 2-5450 


NEW YORK 36, 500 Fifth Avenue 
Dawson A. Rutter, Oxford 5-5959 


PHILADELPHIA 3, 6 Penn Center Plaza 
Charles J. Jefferis, Locust 8-4330 


PITTSBURGH 22, Four Gateway Center 
Walter G. Berger, Express 1-1314 


PORTLAND 4, Room 445, Pacific Building 
Scott Hubbard, Capital 3-5118 


SAN FRANCISCO 11, 255 California Street 
Peter S. Carberry, Douglas 2-4600 
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TOKHEIM STAINLESS STEEL SURFACE 


Brighter when 
new!, 


Stays brighter 
longer! 


eecoeeeeeeeveeee 


eeeeeeees? 





ema 


Tis SALE 


x GALLONS 


7 





+ 


No metal finish compares in brilliance to the eléments. This finer metal finish is 


or permanence to the bright, annealed, 
nickel-bearing stainless steel used on the 
exterior surfaces of Tokheim pumps. It 
gleams like a mirror, won't chip or rust, 
is hard to mar, and is virtually impervious 


typical of the constant attention to detail 
that is given to Tokheim pumps. In 
scores of ways it adds up to better serv- 
ice, over a longer period, and at less cost. 
WRITE FOR NEW BULLETIN TODAY! 


SYMBOL OF EXCELLENCE 


rm TOKHEIM CORPORATION 


FORT WAYNE, INDIANA 


= /OKHEIM 


GASOLINE PUMPS 








Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International A. G., Lucerne, Switzerland, 








J and ticket printers 


Available in straight totalizing counters, 
reset counters, set stop counters or large 
numeral counters with or without printers. 


Dual adapters permitting use of two 
counters indicating both gross and net 
galions. Angie adapters tilt counter 45° 
for easy reading. Counter shifters to 
change from counter to counter while on 
stream. 


(Sp 
aad i c . . 
For delivering prede- 


Smith- E22. meters mh set stop equip- liquid or stopping and 


starting an electric- 
ally driven pump re- 
mote from the meter. 


Smith- e+e meters er deaerators atts Gr iene ‘oes trom 


> product before they are me- 
, tered — a must for metering 
accuracy. 


Smith- E22 meters mpm temperature compensation 


Automatically corrects the counter 
— > reading to true volume at 60° F. 


i] 
f ley 


Smith- E22 meters re remote ai cs | metering systems 


Permit remote location of the me- 
ter register and printer. Under- 
writers’ Laboratory approved ex- 
plosion-proof construction. 


Smith- E22 meters mim electric Ze key lock 


Permits individual keys to operate 


WITH SMITH-ERIE YOU CAN ADD AN ACCESSORY 
TO SATISFY ANY PETROLEUM METERING NEED 


Through research 6S .a better way 
From Smith-Erie — a complete line of meters for petro- 
leum products and a complete line of metering acces- A 0. Smith 
sories. Put them together and you have the flexibility 


° ° ES Se oS SS Se a N 
necessary to meet any liquid measurement need. See “ 


your Smith-Erie meterman for complete details. Smith- &..2_ Division 


Factory: 1602 Wagner Ave., Erie, Pennsylvania. Offices: Atlanta 5, Ga.; Chicago 3, IIl.; Houston 2, Texas; Los Angeles 22, Calif.; New York 17, N.Y.; 
Newark, Calif., Tulsa, Okla. Canada: Toronto 12, Vancouver 1. A. O. Smith INTERNATIONAL S.A., Milwaukee 1, Wis., U.S.A. 








